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THE APEX DEALER POLICY FOR THE DURATION 


As a seller of Appliances, Apex believes that you are entitled to know 
what Apex is now doing and what it intends to do during the great emer- 
gency that confronts us. This is a critical period in American history and 
no definite policy can be firmly established or maintained, but as far as 
humanly possible, Apex will adhere to the dealer policy as outlined below. 





OUR FIRST OBLIGATION 
Our first obligation is to our country, and this 
obligation will be wholeheartedly filled with all of 
the resources at our command. Apex has large army 
and navy contracts and it is our patriotic duty to give 


these contracts precedence over everything else. 
This, Apex will do. 


OUR SECOND OBLIGATION 
Our next obligation is to our old and loyal dealers. 
It has taken Apex 28 years to build its valued dealer 
organization. The good will and friendships estab- 
lished during this long period are not forgotten and 
will not be forgotten by Apex. We will continue to 
build every washer, ironer and cleaner that our 
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Government will allow us to build and these appli- 
ances will be fairly and honestly distributed to Apex 
dealers and distributors. 


OUR DELIVERY OBLIGATION 
In order to conserve man-hours in production and 
reduce dealer inventories, Apex has reduced the 
number of models in each appliance line. This pro- 
cedure will cut floor displays and assure dealers the 
maximum in saleable models 


OUR SERVICE OBLIGATION 
Apex is giving special attention to its repair and parts 
service, knowing that as the production of appliances 
decreases, parts and service will become of even 
greater importance. 


¢ This, in brief, is our policy. It is not the kind of policy that we would prefer to formulate. 
It is a policy that the enemies of America have forced upon us. So in the coming 
months, if this policy seriously inconveniences you, please remember that Apex has 
| always valued your friendship and orders, and in appreciation promises to serve 
q you as efficiently and faithfully as the safety of our national security will permit. 
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swooped from the skies upon Honolulu, a new 
question has been churning about in millions 
of American minds. It is this: What can I do to 
help my country win this war? 

This insistent question has pushed aside all mat- 
ters of personal interest. From now on, individual 
wants and wishes must give way to the paramount 
needs of the nation. We all accept that. We have 
undertaken a huge job. Or, I should say, we have 
had a huge job thrust upon us. And unless we see 
that job through successfully it won’t much matter 
what any of us may want. 

That job is to win this war. 

No longer are we trying to prepare for a war that 
we may get into. Today we are trying to win a war 
we're already in—and in up to our eyes. Nothing 
that any one of us now can do to help himself can 
get him very much if it does not also help our coun- 
try to win this war. 

I am sure that those who read these words will 
find many things to do. Some will enlist in the 
armed services. Some will become active in civilian 
defense. Some will labor to relieve distress in their 
home towns. Some will work with organizations set 
up to serve the men at the front. Each can and will 
find something he can do. 

But this insistent question ““What can I do?” goes 
beyond the individual and his personal service. It 
re-echoes through the offices and the shops of every 
American business concern. And what I have to say 
here is not directed toward individual effort. Rather 
is it intended for the men and women of American 
industry who make that industry a living part of 
American life. Today they are asking themselves: 
What can industry do? Or better still, what must 
industry do if our country is to finish the job it has 
started? 

Those of us who work in and with American 
industry have one supreme obligation. We may feel 
very patriotic; we may be willing to serve “in any 
capacity;” we may be willing to sacrifice . . . if ne- 
cessary. But if we fail to meet that one obligation, 
we shall fail our country in its time of need. 


THAT SUPREME OBLIGATION IS AN 
HONEST DAY’S WORK, EVERY DAY, FROM 
EVERY MAN, EVERY WOMAN, EVERY 
MACHINE. ... 

IT IS AS SIMPLE AS THAT! 


And that goes for all of us, whether we are en- 
gaged in civilian production or working directly on 
the weapons of war. American victory can be won 
only through the productivity of American industry. 

Efficiency in production is not the responsibility 
of a few. It can be achieved only as we all put to 
useful purpose every minute of our time, every ounce 
of our energy, and every pound of our materials. 

This responsibility of industry is the more vital 
because of what has happened to the business of 
making war. There was a time when success in war 
was chiefly a matter of well-trained, well-disciplined 
armies and competent leaders— when men were 
everything. In those days, military strength was a 
matter of strong battalions and able generals. Both 
still are vital. But today military might is essentially 
mechanical might. Modern war is an industry just 
as much as a factory or a railroad. In the first World 
War, mechanical equipment was relatively simple 
and limited. But today the special equipment of war 
and the expert skill needed to use it spell the differ- 
ence between victory and defeat. 

We Americans are not expert war-makers. That is 
why we must expect to suffer grievous losses before 
we can win substantial gains. We do not have mil- 
itary training and experience ready to hand when 
we need them. Neither do we have, ready for action, 
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enough of the machines that are so essential to 
modern warfare. 


So, when it becomes necessary to fight for our 
lives, we must start from scratch. And today, after a 
year’s effort, we still are not ready to trade blow for 
blow with enemies who for years have schooled their 
leaders, trained and disciplined their people, and 
organized their industries to make war. We shall 
need more time to develop our strength. And while 
we are doing that, we must expect reverses. 

But there is a brighter side to all this. For it fol- 
lows that if we are granted this all-important time, 
the change in the method of warfare 1s right down 
our alley. The greater importance of mechanized 
equipment plays straight into the hand of the 
world’s greatest industrial nation . . . if there is one 
thing America does know, it is industrial produc- 
tion! Our industries know how to produce. They 
have the skilled manpower. They have the organized 
facilities. Beyond any doubt, we can produce all that 
we need to win the victory that we must win—if 
only we are given the time. 

THE FIRST RESPONSIBILITY OF THE 
ARMED FORCES IS TO GAIN THAT TIME 
FOR US. 

THE FIRST RESPONSIBILITY OF INDUS- 
TRY IS TO USE TO THE FULL EVERY 
SECOND OF THAT TIME IN PRODUCING 
THE WEAPONS THE ARMED FORCES 
NEED TO WIN THE ULTIMATE VICTORY. 
INDUSTRIAL PRODUCTION IS THE KEY 
TO VICTORY. BUT IT MUST BE BIGGER 
PRODUCTION AND FASTER PRODUCTION 
THAN WE EVER HAVE KNOWN. 


Heretofore American industry has worked to pro- 
duce more of those things which make our lives 
more enjoyable. Today it must divert much of its 
energy from the products of peace to the weapons 
of war. 

This change sets up a new yardstick of industrial 
performance. In time of | pee we measure produc- 
tion efficiency in terms of money saved. From now 
on, we must measure efficiency chiefly in terms of 
time saved. For the plane, the tank, the gun, or the 
ship that is ready when it is needed to win a victory, 
is worth a million times more than the one that is 
delivered too late to avert a defeat. 

Everyone knows how short we are of some ma- 
terials and machines. But our most tragic shortage 
is the shortage of time. So whatever we may waste 
in the days ahead—and unhappily we are bound to 
waste plenty—let us never forget that the most dead- 
ly waste of all is the waste of time. 

Time wasted never can be replaced. No one ever 
has discovered a substitute for time. If we would 
avoid the waste of this irreplaceable ingredient of 
victory, we must use every minute of it effectively— 
while we still have it. 

That goes for us all. It goes for the man or the 
woman at the bench, at the desk, at the counter, in 
the field, or in the executive office. It goes for the 
politician as well as for the business man. It goes for 
the humblest and the most powerful. A nation at 
war cannot carry deadheads. It cannot spare a square 
foot for any one who will not pull his weight. 

In this war, nothing short of complete victory can 
save the liberties of us all, rich and poor, employer 
and employee, haves and have-nots alike. The price 
of that victory is the labor, the loyalty, and the de- 
votion of every last one of us. Winston Churchill 
said it well for the British people. You know how 
he said it. I need not repeat it. 

All this imposes upon American industry, its own- 
ers, its managers, and its workers, the gravest re- 
ponsibility they ever have assumed. If our country is 


to survive as a free nation, American industry must 
rise to that responsibility. If our country should fall, 
it would fall because American industry fell short 
of the need. It would be another case of “too little 
and too late”. 

This grave responsibility calls for the keenest man- 
agement industry ever has known. It calls for un- 
remitting research to make the most of our re- 
sources. It calls for the reduction of waste to a 
record minimum: that goes for waste of time, labor, 
and material. It calls for keeping our machinery 
working as near to full capacity as we can contrive. 
It calls for the highest rates of unit production we 
ever have known. That will mean skillful coordina- 
tion by management and the most intelligent coop- 
eration that the men in the shops can give. It calls 
for inventive ingenuity to face that of a nation 
which has produced some of the world’s outstand- 
ing technical genius. For this is a war of technical 
proficiency. 

But above all, it calls for a new devotion to the 
day’s work. For so long as we are at war, the day’s 
work will determine our country’s security. 

Whatever may be our material resources and our 
technical skill, however resourceful our manage- 
ment, however broad the scale of our effort, indus- 
try cannot measure up to its prodigious responsibil- 
ity if any of us shirk the day’s work. Right there is 
where we find the one thing we all can do—the one 
thing that is within the power of each of us. 


THAT ONE THING IS SIMPLY TO DE- 
LIVER AN HONEST DAY’S WORK WHER- 
EVER WE ARE CALLED TO SERVE. HON- 
EST WORK WILL WIN THIS WAR. LOAF- 
ING WILL LOSE IT. THE SHOWDOWN 
WILL BE WHETHER HITLER CAN DRIVE 
HIS PEOPLE TO WORK HARDER THAN WE 
ARE WILLING TO WORK. THERE IS NO 
ONE TO DRIVE US. WE MUST DRIVE 
OURSELVES! 


Is that so much to ask? It is all our country asks of 
us, the men of industry. It is all that the men who 
must work the guns and tanks in the field ask of us. 
It is all that the men who work our ships and our 
planes ask of us. “Give us the planes, the guns, the 
ships, the tanks, and all the rest of our tools,” they 
tell us, “and we'll give you the victory that means so 
much to us all. But, in the name of that. victory, 
give them to us quickly—guickty—QUICKLY!” 

Is that, I repeat, too much to ask of us? 
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To help American industry achieve ever-higher 
standards of efficiency has been the traditional mis- 
sion of McGraw-Hill for three-quarters of a century. 
Normally that effort has been directed toward higher 
efficiency in the business of peace. But, as in the 
first World War, twenty-five years ago, it now is 
directed toward efficiency in the business of war and 
in every department of American effort that’ can 
contribute, directly or indirectly, to the achievement 
of victory. 

And to that mission, I here pledge every resource 
of this company, its publications, its books, its staff, 
and every service it is qualified by experience and 
training to render to American industry, now en- 
listed in our common cause. 

That is what we of McGraw-Hill can do. And 
that is what we shall do to our utmost. 


President, McGraw-Hill Publishing Company, Inc. 
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This message is appearing in all McGraw-Hill industrial and business publications, reaching over a million readers. 






Thank 
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.. «With “NUTRITIVE COOKING’ 





for National Good Health! 


Universal’s new Mercury line 
of Electric Ranges for 1942 
features “Nutritive Cooking” 
—cooking that results in more 
nutritious meals prepared easier 
in less time and at lower cur- 
rent costs. 
Only Universal Mercury 
Ranges offer “Nutritive Cooking” because 
only Universal has all the features that make 











Universal Answers the Call 


Universal is cooperating wholeheartedly in the war 
program, but Universal is not losing sight of its re- 
sponsibility to extend better living for consumers and 
dealers. After Government orders have been filled, 
everything humanly possible will be done to rush mer- 
chandise on the established pro rata allotment plan. 











UNIVERSAL | 


it possible! To sell more Universal Ranges 
in ’42, tell your customers how “Nutritive 
Cooking” seals the vitamins in the food 
instead of boiling them out to go down the 
drain. Tell how it conserves time for war 
work through its automatic control. Tell 
how it conserves electricity through accurate, 
flexible control. Show how these things aid 
good health and national defense. Wire or 
write for complete information. 


‘ NEWS FOR UNIVERSAL DEALERS! 





No Substitute for Universal Performance 


If at any time, Universal appliances would fall below 
Universal performance standards through use of alter- 
nate materials, such items will be withdrawn from our 
lines. The production of all items that do meet our 
standards is being maintained at a maximum peak 
within the limits of our capacity. 
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1932 1933 1934 1935 1936 
_ 
Number Retail Number Retail Number Retail Number Retail Number Retail! Numbe 
PRODUCT Sold Value Sold Value Sold Value Sold Value Sold Value | Sold 
EE Pe ene, Pe ee he) Dotnet ile. ee ec : 
CLEANERS, VACUUM: } - 

Floor Type 447,056 $17,882,240 547,536 $27,376,800 722,367 $39,720,185 906,049 $50,439,748 1,149,492 $62,359,9q |.285. 

Hand Type. 110,232 —-1,718, 516 191,818 2,894,530 246,009 3,835,280 294,891 4,270,021 361,461 5,096, 421, 
CLOCKS 2,400,000 12,000,000 2,000,000 12,000,000 2,100,000 13,200,000 2,310,000 8,940,000 3,000,000 12,000,008 2-876, 
FANS: 

Ceiling 18,000 558 ,000 34,950 1,083,450 55,920 1,733,520 40,054 1,457,788 39,668 1,314.2 38, 

Desk and Bracket 313,000 2,504,000 599,000 3,434,100 958,400 5,494,560 1,363,215 9,700,552 1,279,600 9,724, —_ 

I eee 8 Oe) oh rey Pw ey eee cistanac  Deekinaead .. ae et ee i ee. are, | Ee ee, 1 

Other Vent. up to 16 in 13,800 276 ,000 15,300 306 , 000 26,780 524,600 49,110 785 ,760 86, 
FLASHLIGHTS 

Cases 4,800,000 2,300,000 4,500,000 1,800,000 6,500,000 2,200,000 6,000,000 2,520,000 7, 0m, 9000, 

Battery Cells 105,000,000 8,400,000 | 125,000,000 10,000,000 | 150,000,000 12,000,000 | 164,000,000 13,120,000} 175, 15,750, 09285 000, 
HEATERS. RADIATORS 178.700 640 000 184820 392 640 304 863 670.700 342,485 ‘840 900; 482, 
HEATING PADS 321,300 1,180,000 356.687 1,494,520 419.913 1,940,000 482,900 2,231,000 1,013, 
HOT PLATES, GRILLS.. 273,140 655, 200 392.490 746 ,730 394, 439 990 , 000 433,364 1,089,000 512 
IRONING MACHINES. . 50,000 3,500,000 69,991 3,411,230 116,069 6,196,420 143,856 7,860,291 178, 
IRONS, Total 1,858,400 7,161,920 2,430,400 8,594,300 3,968,215 13,161,371 3,719,007 14,894,934 3, 4,157, 

i Me ee ceeabee besceeeee alice eee 1,358,522 7,811,501 1,737,320 10,337,054 2, 1,867 

ENS, SARL, NNR Me Reise steist a: 2,609,693 5,349,870 1,981,687 4,557,880 1, 2,289, 
LAMPS, INCANDESCENT: 

Total — All Types 553,868,000 118,367,000 | 617,550,000 115,740,000 | 625,889,000 127,572,000 | 740,166,000 133,529,000 | 883, 35 , 500, 

Residential 126,903,000 24,442,000 | 128,290,000 22,912,000] 147,460,000 25,797,000] 157,141,000 24,930,000 | 173, 81,100, 

Commercial 160,785,000 51,113,000 | 161.221.000  49.583.000 | 174,006,000 53.009.000 | 182.476.000 50.958.000 | 205. 37, 100, 

Industrial 46,902,000 17,430,000 | 49,890,000 17,005,000 | 58,218,000 19,432,000] 73,422,000 22,274,000] 83, oo. 

Miniature 219,278,000 25,342,000 | 278,149,000 26,240,000 | 246,205,000 29,334,000 | 327,127,000 35,367,000] 420, 800, 
MIXERS 300 , 000 350,000 6,125,000 413,753 7,100,000 447.748 8,449,000 
OIL BURNERS, Total 77,950 37,571,900 85,100 33,529,400 103,350 35,735,000 165,000 57,131,250 218, 

Conversion oa bene ated. aa can “Shaw a eta e kl .cawke gaa baw -mbeueaee 193, 

NR I ls wae” etal awh cael: bao awaken | Law dere ae Mn areal Re beta oe re rh A ee 14, 

Direct Fired Air Cond. 

EE en eee) en er mm ees ee eee ee aa eRe 11, 
OIL SPACE HEATERS 247,283 15,850,800 371,210 28,100, 450, 
PERCOLATORS: 

Metal 201,600 1,696,000 219,000 1,846,170 287,207 2,345,000 327,172 2,591,209 515,000 2,279, 428, 

Glass 76 ,000 491,720 100 , 000 647 ,000 118,000 763 , 460 150 , 000 900. 950, 
RADIO RECEIVERS 3,000,000 140,000,000 | ™ 3,806,000 231,000,000 | = 4,084,000 270,000,000 | “6,027,000 330,000,000 | “8,248,000 ,000,0§ “8,065, 
RANGES 60,000 9,000,000 50,000 7,100,000 123,000 15,990,000 215,000 27,305,000 318,000 41,413,148 405. 
REFRIGERATORS: 

Household .... 798,000 155,610,000 1,016,000 172,720,000 1,283,000 220,676,000 1,568,000 253,648,000 1,996,000 327,344, 2,310. 
ROASTERS eateas eadorkaida 100,000 1,500,000 225,000 4,500 250 
TT TE Tan: GER ar WRG ee oka 5,000 2,300, 10 
SANDWICH TOASTERS 407 500 146 ,250 440,100 1,760,000 470,000 2,250, 938 
SHAVERS, DRY 10 381 43,234 Py -neoenasaee: SED  wededendact x YP oeeee 1,580 
STOKERS: 

Re idential 14,212 4,263,600 23,214 6,964,200 41,126 12,337,800 78,110 23,433, 93 

Apt. House ee Gent ae 1,206 964 , 800 2,282 1,825,600 3,162 2,529,600 4,785 3,828, 5 

Small Commercial aaa a To 1,098 1,317,600 1,074 1,288,800 1,328 1,593,600 1,783 2,138, 
TOASTERS, Total 960,000 3,100,000 952,500 5,715,000 1,783,673 8,740,000 1,886,088 9,788,000 1,800,540  10,459,3§ 2,222 

ee) ee shabed Secthenbea ME cassaseduee eoncudesiaa le .s2oac eee 436 , 540 5,753, 650 

Non-Automatic...........] ...... eee ee ; ; ee. Ce ene ey oe Se 1,364,000 4,705, 1,563 
WAFFLE IRONS 458,700 1,834,800 447,345 2,031,052 634,298 3,070,000 772,215 3,684,000 810,000 4,374, 940 
WASHING MACHINES: 

Electric ... 569,830 33,619,970 966,698 59,935,276 1,121,137 72,873,905 1,228,774 79,931,748 1,528,585 100,947,794 |.465 

Gas Engine 27,343 =. 2, 296.812 63,383 5,514,321 119,147 10,723,230 184,987 16,669,178 200,550 18,211, 176 
WATER HEATERS, Storage EE MN, ERM pe ek np RR 70,000 5,390,000 104,000 7,609. 115 
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These figures are compiled by Electrical Merchandising, from sales records of associations and 


manufacturers and from estimates made b 
Oil burner figures courtesy Fueloil Journal. 


JANUARY, 


1942—ELECTRICAL MERCHANDISING 


association executives and leading manufacturers. 
Copyright Electrical Merchandising 1942. 
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Retail Number Retail Number Retail Number Retail Number Retail Number Retail 
Value Sold Value Sold Value Sold Value Sold Value Sold Value PRODUCT 
em sts 
De q 500,000 $2,000,000 788,850 $3,250,000 1,045,000 $4,702,500 1,100,000 $4,400,000 | CHIMES 
CLEANERS, VACUUM: 
2.359, 1,285,215 $69,776,563 1,010,263 58,188,520 1,124,163 63,875,518 1,384,839 75,819,935 1,710,000 92,355,017 Floor Type** 
5096. 421,121 5,798,439 285,411 4,368,534 312,035 4,939,018 358,604 5,375,474 370,000 5,406,846 Hand Type 
2'000' 00 2:876,811 13,866, 225 2,500,000 12,000,000 3,227,038 15,489,782 3,600,000 17,600,000 5,400,000 27,000,000 CLOCKS 
1,314.2 38 325 1,318,380 23,761 931 , 430 24,943 823,125 27 950 876 , 200 30,590 902 , 400 Ceiling 
9'724 9 1,913,834 13,588,214 1,206,863 8,508,385 1,501,734 10,572,207 1,681,900 10,663,250 1,984,650 14,587,200 Desk and Bracket 
bose’ 8,522 *1,095,155 10,946 *1,494,130 15,000  *1,875,000 20,000 *2,500,000 22,100 2,121,600 Attic 
1185 3@ 86,182 1,614, 188 58 432 1,181,495 84,580 1,704 , 300 107 ,000 1,923 ,850 116,800 2,044,000 Other Vent. up to 16 in. 
a FLASHLIGHTS: 
3,020,0%, .9:000,000 4,900,000 9,000,000 4,050,000 10,000,000 4,500,000 11,000,000 4,950,000 15,000,000 7,500,000 Cases 
15/750 ,098 83,000,000 16,012,500 f 175,000,000 15,500,000 | 181,000,000 15,800,000 | 195,000,000 17,000,000 | 300,000,000 26,000,000 Battery Cells 
900: 482,950 1,835, 200 388,100 1,540,750 400 , 600 1,674, 500 528,000 1,974,750 564,000 2,312,400 | HEATERS, RADIATORS 
2,494.08 1,013,550 2,959, 600 774,075 2,182,900 878.900 2,592,755 931,500 2,775,870 1,117,800 3,632,850 | HEATING PADS 
1/200 512,000 1,228,000 409,600 1,024,000 432, 200 1,063 , 200 415,000 1,033,350 547,800 1,429,750 | HOT PLATES, GRILLS 
10° 384'1 178,858 12,520,060 110,540 8,865,308 127,093 8,700,786 175,466 10,219,140 259,668 14,489,056 | IRONING MACHINES 
16670. 1p, 4.157.050 16,086, 565 3,505,400 13,747,150 4,993,278 17,957,835 5,171,000 18,853,500 5,585,000 21,099,750 | IRONS, Total 
12'971 4) 1,867,300 10,774,375 1,653,690 9,525,250 2,339,858 11,441,900 2,597,000 12,959,000 2,900,000 14,790,000 Automatic 
3698.6 2,289,750 5,312,190 1,851,710 4,221,900 2,653,420 6,155,935 2,574,000 5,894,500 2,685,000 6,309,750 Non-Automatic 
; | LAMPS, INCANDESCENT: 
45,500 ,09955.500,000 152,615,000 | 803,000,000 128,416,000 | 975,505,000 148,608,000 ]1,115,473,000 176,511,000 }]1.350,000,000 238,670,000 Total—aAll Types 
26, 400,09181,100,000 26,567,000 | 175,000,000 23,975,000 | 190,209,000 25,108,000 | 221,733,000 33,034,000 Residential 
52.700.00827 100,000 59,405,000 | 237,000,000 55,221,000 | 255,397,000 59,763,000 | 272,897,000 61,511,000 |. 74,000,000 173,000,000 Commercial 
23 300 Oss. 500,000 24,153,000 75,000,000 19,200,000 88,081,000 22,637,000 99,333,000 32,021,000 } Industrial 
43. 100.0828. 800,000 42,490,000 | 316,100,000 30,020,000 | 441,818,000 41,100,000 | 521,510,000 49,945,000 | 610,000,000 65,670,000 Miniature 
+++ wit outs — 400 ,000 7,000 , 000 460,000 10,120,000 510,000 11,220,000 | MIXERS 
75.430,1 218,874 71,647,462 201,858 61,813,814 247,655 69,284,930 302,868 85,491,800 321,564 107,061,950 | OIL BURNERS, Total 
hig: 193,057 56,565,701 176,340 47,788,140 211,532 50,767,680 249,072 58,033,800 237,779 59,444,750 Conversion 
ae 14,431 8,557,583 14,226 7,881,204 19,215 9,742,000 26,614 12,951,200 32,734 17,905,500 Boiler Burner Units 
ae Direct Fired Air Cond. 
aw 11,386 6,524,178 11,292 6,244,470 16,908 8,775,250 27,632 14,506,800 51,051 29,711,700 nits 
28 100. 450,000 33,705,000 305,000 21,075,500 340,000 21,420,000 390,000 25,603,500 446,000 31,197,700 | OIL SPACE HEATERS 
: PERCOLATORS: 
2,279, 428,096 2,260,350 285,411 1,498 , 400 543,399 1,847,550 675,000 2,058,750 614,250 1,873,450 Metal 
900° 950,032 3,733,625 947,940 3,687,450 1,130,351 3,752,750 1,198,000 3,941,400 1,327,000 4,909,900 Glass 
000.0 8,065,000 450,000 000 7,100,000 250,000,000 | <10,538,000 355,000,000 | —11,531,000 347,841,000 | —13,700,000 415,795,000 | RADIO RECEIVERS 
41 413 | 405,000 54,270,000 275,000 39,875,000 335,000 49,245,000 450,000 62,775,000 728,000 103,376,000 | RANGES 
“al REFRIGERATORS: 
27 344,08 2,310,000 395,010,000 1,254,000 215,688,000 1,900,000 321,100,000 2,600,000 395,200,000 3,500,000 542,500, 0007 Household 
, 500 250,000 5,045,000 225,000 4,990,500 235,000 5,475,500 260,000 6,084,000 290,000 7,366,000 | ROASTERS 
2'300. 10,000 4,600,000 10,125 4,152,250 20,000 5,200,000 23,000 5,175,000 30,750 ed ROOM COOLERS 
2' 250! 938,300 3,180,875 766,500 2,590,800 718,839 2,975,950 805,000 3,372,950 869,400 3,703,650 | SANDWICH TOASTERS 
a 1,580,000 25,280,000 1,300,000 19,500,000 1,200,000 18,000,000 900,000 11,700,000 1,100,000 15,950,000 SAVERS. DRY 
23,433, 93,519 28,429,776 89,690 20,279,170 94,551 26,663,382 143,838 ++* 172,700 ++* Residential 
**% eee pt. Mouse 
r-¥ 5,002 2,876,150 4,328 2,293,840 4,975 2,567 , 100 5,249 5,450 Cn) 
10'459 34 2,222,970 12,650,000 1,996,200 10,955,475 2,166,375 14,861,200 2,272,000 15,000,950 2,640,840 17,945,700 | TOASTERS, Total 
51753. 650,900 8,539,120 583,350 7,338,550 847,610 11,366,450 960,000 11,616,000 1,237,000 14,225,500 Automatic 
4.705.% 1,563,070 4,110,880 1,412,850 3,616,925 1,318,765 3,494,750 1,312,000 3,384,950 1,403,840 3,720,200 Non-Automatic 
4374. 940.375 4,795,900 851,320 4,375,800 704,763 3,580,200 740,000 3,700,000 777,000 4,195,800 | WAFFLE IRONS 
¢ WASHING MACHINES: 
100,947,7] 1.465.405 105,860,857 1,031,353 74,401,805 1,329,377 91,354,800 1,456,926 104,082,793 1,892,435 148,556,150 Electric _ 
18211. 176,614 17,007,928 106 , 261 9,734,570 103,879 9,164,200 98,074 8,728,586 118,000 10,384,000 Gas Engine - 
7’ 609 115,000 9,500,000 99,650 9,137,905 102,270 9,024,300 125,000 10,125,000 205,000 17,015,000 | WATER HEATERS, Storage 





ING 


& 


***Figures insufficient for estimate. 
tioned models. 


*Attic fan prices do not include installation. 
in Stoker figures estimated by Committee of Ten-—-Coal and Heating Industries. 
Permission to reprint, quote or use is granted provided credit is given ‘‘Electrical Merchandising.” 
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**Vacuum Cleaner figures, floor type, include new and mfrs.’ recondi- 
Radio figures include exports. 
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INDEX of PUBLIC A 


All figures base 








Percentage 


Appliances of Homes 
With 

ere 95.5% 

Refrigerators ..... 72.0 


Washers (Electric). . . 63.1 
Washers (Gas Engine) . 3.7 


ee 59.4 


Cleaners (Floor). . . . 49.7 
Cleaners (Wand)... . 11.1 


Percolators...... 36.2 
es : 12.6 
ih. <esewss 71.0 





Number of 
Homes 


With 


25,750,000 


19,400,000 


17,000,000 
1,000,000 


16,017,420 


13,407,100 
3,000,000 


9,770,625 


3,400,000 


1,892,500 





Percentage Number Percentage Number of 


of Homes Homes 
Without Without 








. . JANUARY 1942 


mes and Farms. 











Appliances of Homes of Homes 
With With 

Clocks... .. 61.2 16,510,000 
Waffle Irons... 23.9 6,436,750 
Heating Pads .. 22.4 6,040,200 
Heaters & Radiators 20.3 5,481,500 
Het Pletes........ 17.5 4,716,400 
I. oc eestsces 5.5 1,493,500 
Water Heaters, 

Storage 3.8 1,014,000 
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38.8 10,449,000 
76.1 20,522,250 
77.6 20,918,800 
79.7 21,477,500 
82.5 22,242,600 
94.5 25,465,500 


96.2 25,945,000 





Percentage Number of 
of Homes Homes Appliances 
Without Without 
4.5% So eres Irons 
28.0 7,559,000 ..... Refrigerators 
36.9 9,959,000 . . . Washers (Electric) 
96.3 25,959,000 . Washers (Gas Engine) 
40.6 10,941,588 ....... Toasters 
90.3 13,551,900 . . . . Cleaners (Floor) 
88.9 23,959,000 . . . . Cleaners (Hand) 
63.8 17,008,375 ...... Percolators 
87.4 ES wes ewes Ranges 
93.0 | Pee lroners 
JAN. 1,1942...ACCEPTANCE AND SATURATION 
The term “acceptance™ is used on these pages in the same 
sense as the word “saturation” is used. Although we believe 
“acceptance” is a better term, “saturation” has been used so 
long that we have employed it on the maps following as making 
their purpose and meaning clearer. 
We use “acceptance” applied to calculations of appliances 
in use, because we believe it more accurately expresses the 
fact that the more people who use a given appliance, the larger 
is the market for that product. 
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by STATES and REGIONS 
a) -. 454 


1940 Sales... 58 






















































. J, lasher 1940 Sales.. 50 
} Per 1,000 Homes Using 
! Electricity inte 
Saturation Jan. 1, 1 
Rate of Sale for 1940 
‘ Refrig. 1940 Sales... 60 
Vadcedal 
. Range 1941 Sales.. 38 Range 1940 Sales.. 23 
\ Refrig. 1941 Sales... 96 


MASSACHUSETTS 


Refrigeration Saturation. . .664 
Refrig. 1941 Sales..115 — Refrig. 1940 Sales... 86 





Washer 1941 Sales.. 61 Washer 1940Sales.. 44 


eee ee eee 


Range 1941 Sales.. 16 Range 1940 Sales.. 9 


CONNECTICUT ISLAND 


Refrigeration Saturation. . 
Refrig. 1941 Soles. .154 — Refrig. 





Refrigeration Saturation. . . 584 NEW ENGLAND 


. 65 


Washer Saturation. ... . 
Washer 1941 Sales.. 75 Washer) 


Washer Saturation....... 494 


Washer 1941 Sales.. 67 Washer 1940 Sales... 44 


Range 1940 Sales. . 17 Range 1941 Sales.. 13 Range 1940 Sales... 7 


Range 1941 Sales.. 28 





gether with current rate of sale. Also, by 
including rate of sale for 1940 as well as 
1941 the affect of shifting purchasing 
power due to defense can be measured. 

In line with this effort to bring market 
statistics down to localities these maps and 
tables on pages 9 to 15 are supplemented 
by the reports of individual cities and states 
beginning on page 20. 

The dealer can make these figures on 
index to his own local market by these 
simple means: First, obtain from his 
utility the number of wired homes in his 
city or town; second, apply the saturation 
for his state per 1,000 to get the number 
of users; third, apply the rate of sale to 
each 1,000 wired homes. Unless his area 


N this and the following pages 
ELECTRICAL MERCHANDISING offers 
for the second time statistics for 
present saturation and rate of sales by states. 
The National Electrical Manufacturers’ 
Association and the American Washer and 
) Ironer Manufacturers’ Association are con- 
tinuing to issue sales by states, and we are 
now able to present estimated saturation 
and state sales. These figures, we believe, 
are among the most useful we have ever 
been privileged to compute and publish. 
We know this information is desired be- 
cause among the hundreds of requests for 
statistical data which we receive every 
year, local figures are in greatest demand. 
From these maps and tables distributors 














and retailers will be able to calculate an 
approximate extent of saturation and ac- 
ceptance for three major appliances to- 
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is far ahead or behind average for his 
state, he will have a fair approximation of 
a survey of his own local market. 


1942 











ACCEPFANCE by STATES an 








Per 1,000 Homes Using Electricity 


Saturation Jan. 1, 1942 and Rate 
of Sale for 1940 and 1941 


The dealer can make these figures an 
index to his own local market by these 
simple means: First, obtain from his utility 
the number of wired homes in his city or town; 
second, apply the saturation for his state per 
1,000 to get the number of users; third, apply 
the rate of sale to each 1,000 wired homes. 
Washer saturation and sale figures include gas 
engine as well as electric. This will explain the 
saturation figure shown in certain states above 
one washer per wired home. 


NORTH DAKOTA 


Refrigeration Saturation. . .521 


Refrig. 1941 Sales.. 80 Refrig. 1940 Sales. . 


Washer Saturation. , 
Washer 1941. Sales..101 W 
i 

Range Saturation. .. 

Range 1941 Sales.. 58 Ri 


SOUTH DAKOTA 


Refrigeration Satur 
Refrig. 1941 Sales.. 94 R 


Washer Saturation. , 
Washer 1941 Sales..134  W 


Range Saturation. . 
Range 194] Sales.. 56 R 


NEBRASKA 


Refrigeration Satur 
Refrig. 1941 Sales.. 95 R 


Washer Saturation....... 
Washer 1941 Sales.. 79 Washer 1940 sal 61 


Range Saturation......... 
Range 1941 Sales.. 19 Range 1940 So 


: 





77 


Range Saturation 
Range 1941 Sales.. 19 


Washer Saturation. ...... 
Wosher 1941 Sales.. 68 Washer 1940Sales.. 49 


PENNSYLVANIA o 
Saturation. . .791 


Refrigeration 
Refrig, 1941 Sales..140  Refrig. 1940 Soles... 


Range Saturation........ 115 


Range 1941 Sales.. 27 Range 1940 Sales. . 


| 


MIDDLE ATLANTIC 

























Range 1940 Sales... 13 







Washer Saturation. .... 
Washer 1941 Sales.. 43 Washer 1940Sales.. 34 


Range 1941 Sales.. 9 Range 1940 Soles.. 6 








..379 









114 
. 


5 


ration Saturation. . . 762 


Refrig. 1940 Sales. .151 


Washer 1940 Sales.. 85 


43 Range 1940 Sales.. 31 


ation Saturation. . .628 
..129 — Refrig. 1940 Sales. .101 


Saturation....... 956 
1Sales.. 86 Washer 1940 Sales.. 73 








n Saturation. . .809 
Refrig. 1940 Sales. .105 


Range 1940 Sales.. 18 


ration Saturation. . .736 
Sales..131 Refrig. 1940 Sales.. 99 


Washer Saturation....... 
Washer 1941 Sales.. 51 Washer 1940 Sales.. 42 


Range Saturation......... 
Range 1941 Sales.. 10 Range 1940 Sales. . 
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. 42 






















































fid Saturation. . .698 
, | Refrig. 1940 Sales. .110 


Washer ‘ 








++ .228 


Rang 
Range 1941 1940 Soles... 31 


on AE SE a, Ie Tt OHIO EAST 
meee Bo : yeration Saturation. . .723 
ILLINOIS > \N £. eater if 1 Sales..140 —Refrig. 1940 Sales. .106 NORTH CENTRAL 
Refrigerat | Saturation. ...... 862 
Refrig. 1941 Sal 


j Sales.. 92 Washer 1940 Sales... 69 


Was 


Washer 19 Sales.. 34 Range 1940 Sales.. 24 


MARYLAND & D.C. 


Refrigeration Saturation. . .832 
Refrig. 1941 Sales..147  Refrig. 1940 Sales. .105 


Washer Saturation....... 631 
Ee ee Washer 1941 Sales.. 70 Washer 1940Sales.. 57 
MD.. D.C., DEL. 
Range Saturation........ 100 


Range 1941 Sales.. 21 Range 1940 Soles.. 12 
WEST VIRGINIA 





DELAWARE 
Refrigeration Saturation. . .741 


Refrig. 1941 Sales..133 —Refrig. 1940 Sales. .108 Refrigeration Saturation. . .742 


Refrig. 1941 Sales 146  Refrig. 1940 Sales. .124 
Washer Saturation. ..... 1,045 
Washer 1941 Sales..119 Washer 1940Sales.. 97 Washer Saturation....... 749 
Washer. 1941 Sales.. 92 Washer 1940 Sales.. 65 
Range Saturation........ 103 DEL. MD.. B.C 
Range 1941 Sales.. 22 Range 1940 Sales .. 1 ee. 
_— m.. 8 ange TOR) Sates . Range Saturation........ 100 


NORTH CAROLINA Range 1941 Sales.. 21 Range 1940 Sales.. 12 


Refrigeration Saturation. . . 760 VIRGINIA 
Refrig. 1941 Sales..145 Refrig. 1940 Sales. .125 : 
Refrigeration Saturation. . .765 
a a 318 Refrig. 1941 Sales..154 —Refrig: 1940 Sales. .113 
Washer 1941 Sales.. 52 Washer 1940 Sales.. 43 
Washer Saturation....... 494 
Range Saturation........ 237 Washer 1941 Sales.. 70 Washer 1940 Sales.. 48 
Range 1941 Sales.. 46 Range 1940 Soles.. 32 

Range Saturation........ 176 
Range 1941 Sales.. 34 Range 1940 Scles.. 23 
GEORGIA 

Refrigeration Saturation. . 
Refrig. 1941 Sales..161 —Refrig. 194 


SOUTH CAROLINA 


Refrigeration Saturation. . .904 


ig. 191 ig. 1940 Sales. . 
—— 251 Refrig. 1941 Sales Refrig 0 Sales. .151 


Washer 1941 Sales.. 53 Washer 1940Sales.. 38 a a 182 


41Soles.. 27. W 19 les... 
Range Saturation........ 263 Washer 19 es asher 1940 Sales. . 21 


Range 1941 Sales.. 46 Range 1940 Sales. 39 FLORIDA imaaiaii 244 


Refriger d . 806 Range 1941 Sales.. 54 Range 1940 Soles.. 41 
Refrig. “1941 SalagW4Q0  Refrig.\T940 Soles. 138 


Washer So 
Washer 1941 Sales. . 










¥. 5 DSales.. 40 


319 | 
140 Sales.. 52 


Range Saturation: 
Range 1941 Sales.. 66 





OKLAHOMA 


Refrig. 1941 Sales. .105 


Washer 1941 Sales.. 74 


Range 1941 Sales.. 6 


ACCEPTANCE by 
STATES and REGIONS 





Per 1,000 Homes Using Electricity 


Saturation Jan. 1, 1942 and Rate of Sale 
for 1940 and 1941 


The dealer can make these figures an 
index to his own local market by these 
simple means: First, obtain from his utility 
the number of wired homes in his city or town; 
second, apply the saturation for his state per 
1,000 to get the number of users; third, apply 
the rate of sale to each 1,000 wired homes. 
Washer saturation and sales figures include gas 
engine as well as electric. This will explain the 
saturation figure shown in certain states above 
one washer per wired home. 


Refrigeration Saturation . 
Refrig. 1 


Washer Saturation. ... . 
Washer 1 


Range Saturation. ..... 


Range 1989 Sales.. 3 





WEST SOUTH CENTRAL 


Refrigeration ; 
\ Refrig. 1941 Sales..147 Refrig. 1940 Sales. .131 








































KENTUCKY 


Refrigeration Saturation. . .749 
Refrig. 1941 Sales..133 _—Refrig. 1940 Sales. .122 


Washer Saturation. ...... 
Washer 1941 Sales.. 84 Washer 1940 


Range Saturation... . .« 
Range 194] Soles.. 13 Range 


ation Saturation. . .848 ‘ 
. 1941 Sales..169 Refrig. 1940 Sales. .141 


Washer Saturation....... 624 
Washer 1941 Sales..107 Washer 1940 Sales.. 79 


Range Saturation........ 320 


MISSISSIPPI Range 1941 Sales.. 66 Range 1940 Sales.. 51 


Refrigerat 
Refrig. 1941 Sales. 


Saturation. . .747 
Refrig. 1940 Sales. .119 


Washer Sat 
Washer 1941 Sales. , 


Range Safiration........100 § j# j§ + Washer satfration....... 287 
Range 1941 Sa Washer 1940 Sales... 33 ' 
contenu 213 


Range 1941 Sales.. 44 Range 1940 Sales.. 35 


Saturation. . .831 


735 , 5 
Sales. .126 


Range 1941 Sales.. 3 Range 1940 Sales.. 2 
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IDAHO 


MONTANA 
Refrigeration Saturation. . .636 
Refrig. 1941 Sales..115 Refrig. 1940 Soles. .111 Refrigeration Saturation. . .616 
—____Refrig. 1941 Sales. 101 __ Refrig. 1940 Sales.. 78 











Washer Saturation....... 606 
Washer 1941 Sales.. 56 Washer1940Soles.. 58 g$g$#§$  #$$§& © @ ie.ig Washer Saturation..... 
69 
Range Saturation........ 349 
Range 1941 Sales.. 68 Range 1940 Sales. . Range Saturation........ 


Range 1941 Soles. 49 Range 1940 Soles. 

















34 


NEVADA 
ation Saturation. . .595 


Refrigeration Saturation. . . 850 .. 91 Refrig. 1940 Sales... 74 

8 P Refrig. 1941 Sales..139 Refrig. 1940 Sales. .125 
mT) 

” Washer Saturation....... 502 


Washer 1941 Sales.. 55 Washer 1940 Sales... 61 


.. 47 Washer 1940 Sales... 43 
























































a 
wn. 9) 0ti“(<i 2 3w!”!”*:C(C RN ee rion. ....... 104 
Range Saturation........ 352 ange 1940 Sales.. 14 
0 Range 1941 Sales.. 78 Range 1940 Soles.. 55 
les.. 51 
COLORADO ; 
¥ Refrigeration Satur@ion. . .622 
Refrig. 1941 Sales. .107 g. 1940 Sales.. 90 
Washer Saturation. & .. . .780 
11940 Sales.. 67 
Range SaturationS........ 98 
' Range 1941 Sales.. 19 Wonge 1940 Soles.. 11 
ARIZONA ‘\ 
a ‘ Refrigeration Saturation. . $658 NEW MEXICO 
se eceees Refrig. 1941 Sales..123 —Refrig. 1940 Sales. .103 Saturdiion. . .681 
Orc. ih Soles.. 65 Range 1940 Stes. . 44 , Refrig. 1941 Sales. .109 — Rellie. 1940 Soles. .136 
’ Washer Saturation 29 
Washer 1941 Sales.. 73 Washer 1940 S¢ 6 er Saturation....... 561 
lasher 1941 Sales.. 73 Washer 1940 Sales.. 52 
OREGON Range Saturation......... 78 
‘ Range 1941 Sales.. 11 Range 1940 Sales.. 10 Range Saturation......... 66 
Saturation. . . Range 1941 Soles.. 10 Range 1940 Sales.. 6 
Refrig. 1941 Sales..130  Refrig. 1940 ..105 
‘ Washer Saturation. ... . 
UTAH 
Refrigeration Saturation. . .772 
Refrig. 1941 Sales..142 Refrig. 1940 Sales. .117 
Washer Saturation. ..... 1,074 
Washer 1941 Sales.. 93 Washer 1940 Sales.. 86 
Range Saturation........ 316 
Range 1941 Sales.. 61 Range 1940 Sales... 39 
Saturation. . .652 
5 Refrig. 1940 Sales. .106 f 
P)) 
ett 3 
ines Owned, Jan. |, 1942-468 per 1,000 wired homes 
& Gas Washers Sold, Year 1941-72 per |,000 wired homes — 
. & Gas Washers Sold, Year 1940-59 per 1,000 wired homes 
PACIFIC ; Ranges Owned, Jan. |, 192-126 per 1,000 wired homes 
SING 














How the Market is 





WIRED HOMES 


ELECTRIC REFRIGERATORS 


























































































































ome % Ref ‘ Sal 1,000 | Sal 1,000 % Refrigerat Saturation 
STATE _ i 1942. —_ Th ’ Change Salen 1908" Wises iisanen. Wired Homes, ' Change caunetien Wined _ 
940 Jan. 1, 1942 — 1.1942 

Maine 192, 420 185,879 + 3.52 17,500 91 58 +56.90 87,300 454 
New Hampshire 131,170 126,071 + 4.04 14,000 107 60 +78 .33 64,020 488 
Vermont 80, 320 76,792 + 4.59 7,700 96 71 +35.21 44,620 556 
Massachusetts 1,151,020 1,130,319 + 1.83 131,950 115 86 +33.72 764,360 664 
Rhode Island "89 400 182,837 + 3.59 23,450 124 65 +90.77 110 , 580 584 
Connecticut 96, 500 447 831 + 4.17 71,750 154 97 +58 .76 335 ,620 719 

NEW ENGLAND 2 210,830 2,149,729 + 2.84 266 , 350 120 82 +46. 34 1,406 ,500 636 
New York 3,110,700 | 3,404,862 | + 1.64 366,450 106 90 417.78 2,522,000 729 
New Jersey 1,1..), 080 1,077 ,844 + 3.92 146 , 300 131 99 +32.32 824,500 736 
Pennsylvania 2,21 | .500 2,134,556 + 3.14 307 , 650 140 114 +22.81 1,742,120 791 

MIDDLE ATLANTIC 6,782,280 6,617,262 + 2.49 820 , 400 121 100 +21.00 5,088 ,620 750 
Ohio 1,728, 400 1,659,429 | + 4.16 241,150 140 106 432.08 1,249, 360 723 
Indiana 808 000 769 ,655 + 4.98 104, 300 129 102 +26.47 521,860 646 
Illinois 1,886 ,000 1,838,773 + 2.57 252,350 134 117 +14.53 1,476,340 783 
Michigan 1,319,500 1,272,920 + 3.66 183 ,400 139 110 +26.36 921,500 698 
Wisconsin 711,700 677 , 371 + 5.07 83,300 117 88 +32.95 388 ,000 545 

EAST NORTH CENTRAL 6,453,600 6,218,148 + 3.79 864 , 500 134 108 +24.07 4,557,060 706 
Minnesota 545, 160 501 ,098 + 8.79 99 050 182 151 +20.53 415,160 762 
lowa 506 , 400 484 ,823 + 4.45 65 , 450 129 101 +27.72 318, 160 628 
Missouri 705 ,400 678 , 386 + 3.98 92,050 130 105 +23.81 570 , 360 809 
North Dakota 74,500 67 , 487 +10.39 5,950 80 77 + 3.90 38 , 800 521 
South Dakota 77 880 79,025 — 1.45 7,350 94 77 +22.08 46 , 560 598 
Nebraska 254, 840 245,718 + 3.71 24,150 95 85 +11.76 157 , 140 617 
Kansas 352,600 332,873 + 5.93 33,250 94 76 +23 .68 209 520 594 

WEST NORTH CENTRAL 2,516,780 2,389,410 + 5.33 327 , 250 130 106 +22.64 1,755,700 698 
Delaware 60, 100 52,077 | +15.41 8,750 146 124 417.74 fe 742 
Maryland f 44,800 61, \ 
District of Columbia 538 800 if 510,006 + 5.6 34,650 ie? 50s +0.0 rt 186, 240 632 
Virginia 400 , 600 365 ,517 + 9.60 61,600 154 113 +36.28 306 , 520 765 
West Virginia 282,600 254, 166 +11.19 37 ,450 133 108 +23.15 209 520 741 
North Carolina 436 , 500 377 028 +15.77 63 , 350 145 125 +16.00 331,740 760 
South Carolina 178,100 153,821 +15.78 33,950 191 151 +26.49 161,020 904 
Georgia 344,600 307 , 640 +12.01 55,650 161 137 +17.52 300 , 700 873 
Florida 337 ,000 311,136 + 8.31 43,750 130 138 — 5.80 271,600 

SOUTH ATLANTIC 2,578, 300 2,331,389 +10.59 383 ,950 149 122 +22.13 2,073,860 804 
Kentucky 342,000 319,812 + 6.94 45 500 133 122 + 9.02 256,080 749 
Tennessee 363,700 330 349 +10.10 61,600 169 141 +19. 86 308 , 460 848 
Alabama 288 , 300 256 , 644 +12.33 42,000 146 119 +22.69 215,340 747 
Mississippi 152,000 138 , 434 + 9.80 23,450 154 129 +19. 38 102,820 676 

EAST SOUTH CENTRAL 1,146,000 1,045, 239 + 9.64 172,550 151 128 +17.97 882,700 770 
Arkansas 161,700 148 , 883 + 8.61 25,200 156 133 +17.29 120, 280 744 
Louisiana 282 , 500 264,278 + 6.90 42,700 151 126 +19. 84 207 , 580 735 
Oklahoma 300 , 500 285 , 966 + 5.08 31,500 105 89 +17.98 199 820 665 
Texas 917 ,000 835,123 + 9.80 134,750 147 131 +12.21 762,420 831 

WEST SOUTH CENTRAL 1,661,700 1,534,250 + 8.31 234,150 141 123 +14.63 1,290, 100 776 
Montana 104 , 000 104,074 os 07 10 , 500 101 78 +29.49 64,020 616 
Idaho 115,900 107 , 198 + 8.12 13,300 115 111 + 3.60 73,720 636 
Wyoming 42,400 40 502 + 4.69 3,850 91 74 +22.97 25,220 595 
Colorado 221,500 212,482 + 4.24 23,800 107 90 +18.89 137 , 740 622 
New Mexico 51, 300 39 , 387 +30 25 5,600 109 136 —19.85 34,920 681 
Arizona 91,400 86,732 + 5.38 11,200 123 103 +19.42 60,140 658 
Utah 125,700 118,173 + 6.37 17,850 142 117 +21.37 97 ,000 772 
Nevada 25,100 21,876 +14.74 3,500 139 125 +11.20 21,340 850 

MOUNTAIN 777,300 730,424 | + 6.42 89, 600 115 100 +15.00 514, 100 661 
Washington 493 000 462,614 + 6.57 64,050 130 ° 115 +13.04 306 520 622 
Oregon 280 000 268,019 + 4.47 36,400 130 105 +23.81 182, 360 651 
California 2,060 000 1,891,234 + 8.92 240 800 117 106 +10.38 1,342,480 652 

PACIFIC 2,833,000 2,621,867 + 8.05 341, 250 120 108 +11.11 1,831,360 646 
UNITED STATES 26 , 959,790 25 ,637,718 + 5.16 3,500 000 130 106 +22.64 19 , 400 000 720 

(71.96% of 
total wired 
homes) 
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NOTE: 1941 sales of electric refrigerators, washers and ranges, 
shown above, have been estimated on the basis of 10 months’ 


— Prepared by Market Analysis Department, ELECTRICAL MERCHANDISING — 


figures. Saturation estimates are based on cumulative yearly sales 
as follows: electric refrigerators from 1932 through 1940 plus first 


JANUARY, 


1942—ELECTRICAL MERCHANDISING 
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thre 


Wired homes 1942-1941; Estimated Refrigera- 


‘ 
a S 
1) d d tor, Washer and Range Sales and Saturation 
S l \ l c @ @ @ in Units, by States and Geographic Divisions. 

























































































ELECTRIC & GAS ENGINE WASHERS ELECTRIC RANGES 
ation Elec. & G ing. | Sal 1,000 | Sales 1,000 % Elec. & Gas Saturation Sal 1,000] Sal , Elec. Ra Saturation 
—. Waoher ~ Wired Hommes Wired Homes Change a Wired —., pkg g Wired Wnmcen Wire ( teaeey curses pmo: Wibed Al 
"1942 _ Jan. 1, 1943 Jan. 1, 1942 ' —_ teed Jem. 6, 1962 Jan. 1, 1942 
4 13,430 70 50 +40. 00 118 ,800 617 5,460 28 17 +64.71 32,300 168 
88 6,518 50 38 +31.58 61,200 467 5,023 38 23 +65.22 24,480 187 
6 4,542 57 45 +26 .67 59 400 740 2,621 33 20 +65 .00 14, 280 178 
64 70,310 61 44 +38 .64 633 , 600 550 18,710 16 9 +77 .78 90 , 100 78 
84 12,640 67 44 +52.27 93 ,600 494 2,402 13 7 +85.71 17 ,680 93 
19 34, 958 75 54 +38 .89 291 ,600 625 13,031 28 17 +64.71 60 520 130 
36 142, 398 64 46 +39.13 1,258 , 200 569 47 247 21 13 +61.54 239 , 360 108 
29 147 , 928 43 34 +26 .47 1,312,200 379 31,522 9 6 +50 .00 157 , 760 46 
36 56 , 682 51 42 +21.43 522,000 406 11,066 10 6 +66 .67 49 640 44 
91 206 , 980 94 78 +20.51 1,963 , 800 892 58 ,677 27 15 +80. 00 252,620 115 
50 411,590 61 49 +24.49 3,798 ,000 560 101 , 265 15 9 +66 .67 460 020 68 
23 159,185 92 69 +33.33 1,490 , 400 862 58 ,822 34 24 +41 .67 256 , 700 149 
46 63 ,002 78 65 +20.00 646 , 200 800 30 , 285 37 27 +37 .04 136 ,000 168 
83 131 , 930 70 61 +14.75 1,479 ,600 785 43 025 23 15 +53 .33 176 ,460 of 
98 121 , 660 92 71 +29.58 1,078 , 200 817 60 861 46 31 +48 .39 300 , 900 228 
45 60 040 84 66 +27 .27 572,400 804 28 610 40 26 +53.85 127 ,500 179 
06 535,817 83 66 +25.76 5, 266 , 800 816 221,603 34 23 +47 83 997 , 560 155 
62 51,350 94 85 +10.59 ; 581,400 1,066 23 , 223 43 31 +38.71 114,240 210 
28 | 43,647 86 73 +17.81 484, 200 956 12,449 25 15 +66. 67 55,420 109 
09 80,975 115 94 +22.34 718 , 200 1,018 21,913 31 18 +72.22 89 ,080 126 
21 7,505 101 108 — 6.48 95,400 1,281 4,295 58 38 +52.63 20,740 278 
98 10 , 468 134 127 + 5.51 102 , 600 1,317 4,368 56 34 +64.71 21,080 271 
17 20, 145 79 61 +29.51 230 , 400 904 4,878 19 10 +90. 00 21,420 84 
94 23 , 898 68 49 +38.78 264, 600 750 6,697 19 13 +46.15 30,940 88 
98 237 , 988 95 80 +18.75 2,476 , 800 984 77 ,823 31 . 20 +55 .00 352,920 140 
142 | 5,530 92 65 +41.54 45,000 749 o 
23,305 192, 600 

332 | 14 615 f 70 57 +22.81 147 600 631 12,813 21 12 +75 .00 66 , 180 100 
165 28 045 7¢ 48 +45 83 198 , 000 494 13,759 34 23 +47 .83 70 , 380 176 
741 33,575 119 97 +22.68 295 , 200 1,045 6,188 22 13 +69 23 29, 240 103 
760 22,910 52 43 +20.93 138 , 600 318 19,874 46 32 +43.75 103 , 360 237 
04 4,740 27 21 +28 .57 32,400 182 9,683 54 41 +31.71 43,520 244 
73 —COS 18, 368 53 38 439.47 86. 400 251 16,016 46 39 +17.95 90 780 263 
806 15,602 46 40 +15.00 95,400 283 22,131 66 52 +26.92 107 ,440 319 
504 166 690 65 51 427.45 | 1,231,200 478 100, 464 39 28 439.29 504, 900 196 
749 28 638 84 68 +23.53 239 , 400 700 4,441 13 9- +44 44 22,780 67 
848 4 38 , 908 107 79 +35.44 226 , 800 624 24,024 66 51 +29 41 116 , 280 320 
747 13,627 47 33 +42.42 82,800 287 12,813 44 35 +25.71 61,540 213 
676 4,147 27 15 +8000 21,600 142 2.912 19 14 +35.71 15, 300 100 
770 85,320 74 56 +32.14 570, 600 498 44,190 39 29 +3448 215,900 188 
744 10, 270 64 47 436.17 68, 400 423 1,675 10 8 +2500 8, 500 53 
735 25 082 89 66 +34 .85 153 ,000 542 800 3 2 +50. 00 7,820 28 
665 22,318 74 59 +25 .42 250 , 200 833 1,675 6 3 + 100.00 6,460 21 
831 54,312 59 48 422.92 446,400 487 9.100 10 7 +42. 86 59, 160 65 
716 111,982 67 53 +26 .42 918 ,000 552 13,250 8 5 +60 .00 81,940 49 
616 9, 282 89 69 +28.99 82,800 7% 5,096 49 34 +4411 24, 480 235 
636 6,517 56 58 — 3.45 70, 200 606 7,935 68 41 +65. 85 40 460 349 
595 1,975 47 43 + 9.30 32,400 764 945 22 14 +57.14 4,420 104 
622 18,763 85 67 +26 87 172.800 780 4,150 19 il +72.73 21.760 98 
681 3,753 73 52 +40 38 28 , 800 561 510 10 6 +66. 67 3,400 66 
658 6,715 73 56 +30. 36 66,600 729 1,019 il 10 +1000 7,140 78 
772 11,653 93 86 + 8.14 135,000 1,074 7,644 61 39 +56.41 39,780 316 
850 1,382 55 61 — 9.84 12,600 502 1,966 78 55 +41.82 8,840 352 
‘i 60,040 77 66 +16.67 601, 200 773 29, 265 38 24 +58.33 150, 280 193 
622 42,067 85 71 +19.72 347, 400 705 41,714 85 44 +93.18 165, 240 335 
651 20,145 72 57 +26.32 190 , 800 681 23 , 806 85 54 +57 .41 105,740 378 
652 160 , 963 78 71 + 9.86 1,341,000 651 27 373 13 8 +62.50 126, 140 61 
646 223,175 79 69 +14.49 1,879,200 663 92,893 33 19 +73.68 397 ,120 140 
720 1,975,000 73 59 +23.73 18 ,000 ,000 668 728 ,000 27 18 +50.00 3.400 000 126 

(66.77% of (12.61% of 

total wired total wired 

homes) homes) 
a il 10 months 1941—+totalling 18,559,192 units; washer sales from 1932 and electric range sales of power companies from 1931 through 
Hd * es through 1940 plus first ten months 1941—totalling 13,133,318 units; 1935, plus Nema sales of 1938 through 1940 and first 10 months 
us Tirst 1941—totalling 1,909,127 units. Wired Home figures courtesy of 

. Edison Electric Institute. 
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Appliance Curtailment for 





Defense Needs _ - 





NOTE: 


In former years this section of our Annual Statistical Issue has 
been headed “Review and Forecast." In these years past the 
normal development of normal markets made it possible to give 
a reasonable prophecy of the course of appliance business in the 
year to come. Now, in the middle of December 1941, it would 
be a rash undertaking to make any kind of appliance forecast for 
the year 1942. Therefore in these pages we are summarizing the 
orders issued by the Office of Production Management in Wash- 
ington to date as they affect appliance manufacture, and for the 
record present a brief review of sales in the year just closed. 


OPM ORDERS » « » the first or- 


der ot 
ator production issued September 30 
called reduced for the 
five months from August 1 to Decem- 


relating to restriction retriger- 


for a output 


ber 31, 1941 ranging from 29 to 45 
percent below average monthly fac 
torv sales in the twelve months ending 


June 30, 1941. It was stated that the 
curtailment program contemplated the 
of 2,007,000 units 
kerosene—in the 12 
August 1, 1941. This per- 
mitted the production on all these types 


productior 
gas 
beginning 


-electric, 


and months 


of a total of 175,519 units for each of 
the five months August to December 
1941, a decrease of 43.2 percent from 
the 309,234 units manufactured 
monthly in the 12 months ending June 
1941 

The second notice, issued December 
4, 1941 ordered a further curtailment 


during January and February Cuts 
during the two months range from 30 
to 52 percent depending on the size of 
the production involved. In the 
ond ort in the first, the large 
producers manutacturing 16,000 units 
or month 


sec- 
ler , as 
more 


per during the base 


period had their percentage cut 52 per- 


ELECTRIC 
REFRIGERATORS 


+ 


cent during January and February. 
Smaller producers were cut in a lesser 
degree. It was stated in the order of 
December 4 that the curtailment of 
the first two months of 1942 was in 
order to bring the 12 months produc- 
tion down to the originally contem- 
plated production of 2,007,000 


REVIEW . « « Production and sale 


of electric refrigerators in 1941 was 
so large as to leave far behind even 

sanguine prognostications 
made a year ago on the possible vol- 
ume of business. Even with the re- 
strictions which affected the produc- 
tion in the last three months, the 
year’s total rises to 3,500,000 units. 
\lso there is general agreement that 
inventories being carried over for sell- 


the most 


ing in the first months of 1942 are 
low. This record volume is directly 


due to the enormously increased pur- 
chasing power placed in the hands of 
the working people of America. It is 
an evidence that an enormous backlog 
of demand had been built up for a num- 
ber of years, and as soon as the money 
was placed in the hands of people 
generally, the electric refrigerator was 


HOUSEHOLD ELECTRIC REFRIGERATOR SALES 
BY SIZE OF BOXES 


(Percenta 


of Yearly Volume 


: 1936-1941 ) 


1936 


*/O months 1941 | 


one of the products that reflected this 
new purchasing power directly and 
immediately. Also the trend of buy- 
ing was toward larger sizes and the 
best quality of equipment. An index to 
the preference for the finest types of 
refrigerators is the percentage of total 
sales represented by the full porcelain 
cabinets. ‘The ten months’ 1941 per- 
centage of full porcelain is 6.4 per- 
cent as compared with the previous 
year of 4.8 percent. Although there 
were very moderate price increases 
during the year due to increased costs, 
the total average retail billing price 
for the year was $155, as against the 
preceding year of $152. 

Surveys made in the early part of 
the year indicated that replacement in 
relation to the total 
33 percent. 


sales was about 
However, a large propor- 


No tiona 





Electrica/ Mfrs. Assn. ) 


tion of these refrigerators which were 
replaced went back into service. Ap- 
proximately two-thirds of the replace- 


ments, or 22 percent of the total 
business, is represented by trade-in 
transactions. All but a small portion 


of these were reconditioned and sold 
second-hand. The replacement bal- 
ance was disposed of by various means 
—given away, sold by the owner, or 
used as a second refrigerator in the 
home. 

The curtailments necessitated by de- 
fense referred to above interrupt a 
tremendous expansion this vital 
home service domestic refrigerator. 
Such a suspension for whatever the 
period must be, long or short, means 
yearly a vast accumulation of demand 
which will express itself in the sales 
of the postwar period. 


of 


Home Laundry 


OPM ORDERS » « » The original 


order of restriction of production of 
domestic washing and ironing ma- 
chines issued in October reduced the 
production from August 1 through 
December 31, 1941 by 17.3 percent be- 
low average monthly factory sales in 





REFRIGERATORS 


1941 Sales 
3,500,000 


Saturation 
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72.0%, 


) 
194! 


the 12 months ending June 30. This 
order contemplated limiting average 
quantities for the industry to 164,410 
units for the five months period. This 
includes both washers and ironers—gas 
engine as well as electric. 

The second order of limitations was 


issued December 12, 1941, which cov- 
ers February 1942. The second order 
provides reductions from 40 percent 
for the largest manufacturers to 5 per- 
cent for the smallest manufacturers 
below monthly sales for the 12 months 
ending June 30, 1941. This was sub- 
stantially twice the reduction ordered 
by the original cut made in October. 
No instructions have been issued up 
to the date this was written (December 
19) which would apply beyond Febru- 
ary, but the word this week is that 
the rubber restrictions applying to tires 
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....... and Review of 1941 Sales 





SIX YEAR SUMMARY 
(me HOUSEHOLD ELECTRIC 
REFRIGERATOR SALES 
BY SIZES OF BOXES 


(Percentage of Gross 


Volume 


?; 5.99 cu.ft. 6.99 cu.ft 
#/0 months 194/< Nationa/ Electrica 





and other rubber products will also 
be applied to wringers. No formal 





1936-1941#) 





199 cu. Ft 


4 
8 cu. ft 


J and over 
Mirs Assn.) 


This was to be expected because it is 























OPM ORDERS » « « Under the or- 


der issued December 13, 1941 by the 
Office of Production Management, the 
use of iron and steel in the manu- 
facture of stoves, ranges and other 
domestic cooking appliances will be 
curtailed beginning January 1 by an 
average of 35 percent. This covers 
the period from January 1 to July 30, 
and is a reduction from the monthly 
average of iron and steel used in the 12 
months ending June 30, 1941, 

This applies to all types of ranges, 
stoves, hotplates, combination ranges, 
camp and trailer stoves, fuel oil con- 
version range burners, using gas 
electricity, coal and wood, kerosene, 
fuel oil or gasoline, or any combina- 
tion of coal and wood or fuel oil with 
gas and electricity. 

It is not ascertainable at this time 
as to exactly what this reduction of 
iron and steel supply will mean in rela- 
tion to units of electric ranges. How- 
ever, it is likely that the cut will repre- 
sent about the same reduction in units 
as in weight, since electric range 
manufacturers have made such changes 
as are practicable in reducing metal 
entering into the electric range with- 
out considerable alterations in funda- 
mental design. 

The scarcity of nickel directly af- 
fects electric range production, and 
although this metal has been on the pri- 
orities lists since early this summer, 
the range manufacturers have so far 






































e characteristic of the type of buyer 
7 order of curtailment on wringers or who dominated the 1941 washer mar- 
. wringer rolls has been issued at this ket to demand long service, high 
1 time. quality home laundry products. The 
n portable ironer continued its remark- 
n REVIEW « » » Home laundry equip- able progress and seems to have firmly 
d ment—electric washers and ironers, established itself in popularity with 
" and gas engine washers—had a record _ the public. Gas engine washers showed 
Ss year. For the first time the aggregate a healthy increase over the preceding 
r of mechanical washers, electric and year, reflecting the increase in farm 
gas engine, registered a total of over purchasing power. 
2,000,000 units. As with refrigera- Sales of home laundry equipment, 
a tors, these sales reflect the purchasing like sales of refrigerators and other 
a power of employed people, and also the major appliances, were unfavorably af- 
| tendency toward the purchase of top fected by the installment restrictions 
- quality, special feature products. The put into force on September Ist by the 
: a a > oe ad 
e automatic washer made great gains in Federal Reserve System. Washers 
Ss public acceptance. Also the higher traded in continue at some 40 percent 
d priced wringer models and the spinner _ of total transactions, providing a sup- 
Ss models were in increased demand. ply of second-hand merchandise. 
0 
T ELECTRIC IRONERS —> 7] 
4 IRONERS | ; 
“ j — / 
it 
1941 Sales - wr / 
ia | 
259,668 zt — 
rs 7 -_ s 
1S ce ms. 
ee ee ee . 4 
»- Saturation f 
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RANGES 
1941 Sales 
728,000 
| 
Saturation | 
12.6%, rt 


found a means of saving nickel with- 
out sacrificing performance and effi- 
ciency. 


REVIEW « « electric range sales in 


1941 reflect the tremendous strides 
that this product is making in public 
acceptance and popularity. With unit 
sales of approximately 728,000, electric 
ranges have a higher percentage of 
increase over the corresponding year 
than either refrigerators or washing 
machines, This increase, which 
amounts to 61.78 percent, is challenged 
by electric water heaters with sales of 
205,000 units or an increase of 64.0 
percent over the 1940 total sales of 
125,000. 

The ability and ingenuity of range 
engineers was challenged early in 
1941 by metal shortages, especially in 
the scarcer metals which were em- 
ployed in range manufacture. 
obstacles were so 


These 
effectively sur- 
mounted, however, that ranges not 
only have continued to be manufac- 
tured, maintaining the high quality that 
has brought about the popularity of the 
electric range, but performance in 
many cases has been improved. It is 
gratifying to note that in relation to 
the electric range, the Modern Kitchen 
Bureau will continue its promotional 
program into 1942. The manufactur- 
ers have great and justified faith in 
the future of this application of elec- 
tricity in the home. 
(Continued on page 18) 
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Appliance Curtailment for Defense Needs 





Vacuum Cleaners 
OPM ORDERS Pee 


27, 1941 the Office of Production Man- 
agement ordered a 10 percent cut in 
production by large manufacturers of 
vacuum cleaners. This reduction was 
based on the same 12 months period 


sales of 1,710,000 units, approximately 
24 percent ahead of the preceding year, 
continued to demonstrate their enor- 
mous popularity. This, one of the old- 
est of motor-driven appliances, dem- 
onstrates that high saturation in the 
ending June 30, 1941 used on other appliance field means high public ac- 
appliances, and covers the period from ceptance, and that the more you sell, 
October 1 to December 31, 1941. the more you can sell. Vacuum 
cleaners continue to be sold in con- 
siderable volume by organizations 
dealing directly with the consumer. 
However dealer business on this item 
has steadily increased in recent years. 
Comparing one boom year with an- 
other, it is interesting that total bill- 
ings of vacuum cleaners in 1941 were 
- 155 percent of the total retail sales in 
REVIEW the great boom year of 1929. 

CVILW Vacuum cleaners, es- Hand cleaners enjoyed less rise but 
maintained their popularity. 


Chis curtailment is relatively small 
compared to orders for other appli- 
ances rhe reason for this was that 
vacuum cleaners require only small 
amounts of critical raw materials, and 
the industry has a high ratio of em- 
ployment compared with the amount 
of these materials consumed. 


pecially the floor type, with record 

















\ FLOOR 

TTT TT CLEANERS 
eee 

| a 1941 Sales 

1,710,000 

Saturation 

49.7%, 


| } 0 
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(LOSES r estimates of the 1941 busi- 
ness done on oil-burning space 
heaters show a total of 446,000 units 


1929, it was reported at the recent 
convention of the Institute, with a 
total of 625,000 new houses built in 
sold as compared to 390,000 units in the year 1941 as compared with the 
1940—a 14 percent increase. These 1940 figure of 540,000 new homes. 
figures include both the pottype and This new defense housing business is 
sleeve-type burners. The pot-type creating a new type of market for oil 
account for the major portion of the space heaters, it was pointed out. At 
business done, nearly 400,000 of the the Glenn Martin aircraft plant, near 
total figure being represented by pot- Baltimore, where an extensive defense 
type as compared to 350,000 in 1940, workers “town” has been constructed, 
and a little over 10 percent of the a specially designed oil space heater, 
1941 figure being represented by the suspended from the floor beams of the 
sleeve-type house and radiating heat through floor 
Average retail price for 1941 on _ grilles, is supplying the central heat- 
pot-type space heaters was $65—a ing. Adaptations of this method are 
expected to be introduced in other cen- 


ters throughout the coming year. 


slight increase over the year previous. 
Total oil heater sales had an average 
retail price of $69.95 in 1941 as com- 
pared to $65.65 in 1940 


Estimates for 1942 business, natu- 
Estimates are rally, are dependent upon the amount 


from individual manufacturers in the of materials made available to the in- 
field and the Institute of Cooking & dustry through government edict. If 
Heating Appliance Manufacturers at there is anything like the 1941 supply 
Washington, D. C. of materials, the present rate of vol- 


r 
General new building together with 


defense housing created the biggest 


ume should be easily maintained in 
view of the additional markets which 
year in residential construction since have been created. 


HAND CLEANERS 


HAND 
CLEANERS 


1941 Sales 
370,000 


a 
FE Bai 


Saturation 


11.3%, 





N 1941, total radio set sales amounted 

to 13,700,000 units (preliminary )— 
an increase of 18.8 per cent over the 
1940 unit sale figure of 11,531,000. 
Dollar volume, at retail, amounted to 
$415,795,000 in 1941—an increase of 
19.5 per cent over the 1940 figure of 
$347,841,000. Average prices in- 
creased a trifle—from $30.17 in 1940 
to $30.35 in 1941. 

Unlike most major electrical appli- 
ances, radio sets suffered compara- 
tively little during the past year from 
governmental restrictions on produc- 
tion or material allocation. To date, 
in fact, the radio set industry, exclu- 
sive of parts, has received no orders 
to curtail production; stocks of parts 


in receiver manufacturer’s hands have 
been ample to take care of the in- 
creased business; and only the smaller 
manufacturers, buying on a hand-to- 
mouth basis, experienced difficulty. 
In short, 1941 radio business enjoyed 
a good increase and was not beset by 
restrictions hitting other lines. 

Radio-phonograph combinations in- 
creased their lead in the public fancy 
with table-model automatic record- 
changers hitting a new high in popu- 
larity. Frequency Modulation staged 
the year’s biggest rise with anticipated 
sales nearly double expectations. 
Roughly, 130,000 FM sets were sold. 
Television made laboratory advances 
but remained static in sales. 
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......and Review of 1941 Sales continues 





REVIEW & FORECAST . . . 1941 


was the all-time high in the sale of 
large lamps . . . up approximately 25 
percent over 1940 and 24 times 1933. 
Since larger sizes and more efficient 
lamps, plus the rapid growth of fluores- 
cent a higher percentage of the total, 
the growth of lighting may be said to 
be over 24 times that of 1933—the ad- 
vent of the Better Light-Better Sight 
Activity. 

The total country’s sales on large 
lamps over the past nine years has 
been: 


Ree ree 339,000,000 
A ee 500,000,000 
Sos viwiceneecavases 590,000,000 
a oa tae dig ae 740,000,000 


LIGHTING AND DEFENSE 


The lighting industry will play an 
important part in 1942 in defense pro- 
duction. Light is one of the major 
production tools, with instances of in- 
creased production running as high as 
15 percent. On the average, 8 percent 
can be used as a fair assumption of 
increased production when going from 
ten to fifteen footcandles to fifty foot- 
candles and above. 

Even a very conservative estimate 
of production increase at 3 percent— 
estimating that 5,000,000 persons will 
be employed in defense industries in 
1942—-gives a man-hour increase of 
some 300,000,000 man hours. 

Of particular importance to defense 
is factory and office lighting, in de- 
fense industries, bearing in mind that 
many factories producing textiles, 
leather, food, etc., are defense plants 
also. Protective lighting for all types 
of plants and businesses; lighting for 
transportation; automotive, street and 
highway—and to a great extent—home 
lighting. The lighting of stores and 
service shops is important from a man- 
hour saving standpoint, helping keep 
up the efficiency of these establish- 
ments with the necessary reductions 
in personnel. 


FLUORESCENT LIGHTING 


Fluorescent lighting continues its 


spectacular growth. The country’s 
figures show: 

ea. ost am kc chm a ac 2,500,000 
Eis itis edna Ghee ena eae 12,000,000 
og) ee 20,000,000 


For 1942, fluorescent should be up 
50 percent at least over 1941—with 
particular increases in lighting for 
industry. If all industry were to use 
adequate lighting, the fluorescent po- 
tential would be in the order of 150,- 
000,000 tubes. To date, it is estimated 
that 12,000,000 tubes are in industry— 
with two-thirds of these, or 8,000,000, 


in defense plants. The need for high- 
level lighting in defense industries 
alone indicates a potential of upwards 
of 50,000,000 tubes. Thus, we have in- 
stalled about one-sixth of the defense 
lighting job, bearing in mind that the 
bulk of the lighting sold to defense 
has been in new plants. 

An analysis of fluorescent lamp sales 
by wattage shows: 


1940 1941 
i a 17% 13% 
Eo cos scons 23% 20% 
i ES otvanescened 49% 58% 
Se ORS coo cwidaeus 1% 4% 


By colors and finishes, the estimates 
show: 


1941 
SY NMED kc cas swe bree ane 60% 
|” EES eco 30% 
INI 6 oes. 2 ere caaeembee 6% 
I oe iis hhc ace ernie ale 3% 


Contrasting ’41 with ’39, we find 
that in 1939 daylight was about 60 
percent of the total. 

The increase in lamp quality and 
value continued during 1941. Con- 
trasting the present lamp with the 
product of 1938, the average efficiency 
has increased approximately one-third 
and prices decreased about one-half. 

During 1941 the 100-watt was in- 
creased from 2,000 to 2,500 hours’ life. 
All standard Mazda fluorescent lamps 
are now rated at 2,500 hours. 


New Light Sources 


In addition to the 100-watt Mazda 
fluorescent lamp which was brought 
out at the beginning of 1941, there 
was made available the 65 watt, 36 
inch, 8 watt, 12 inch and 6 watt 9 inch. 
The latter two open new fields for 
fluorescent lighting such as bedlamps 
in the home, applications to business 
machines for lighting of dials, etc. 

During 1942, outdoor applications of 
fluorescent lighting may be extended, 
due to the advent of a new low-tem- 
perature lamp. 

Supplementing the wider use of 400- 
watt Mazda H lamps in industry dur- 
ing 1941, a new lamp was placed on the 
market at the end of the year. This 
is a tubular form of the Mazda H 
line—a three kilowatt mercury lamp, 
rated at 120,000 lumens. This lamp 
will find a definite place in more effi- 
cient lighting of high bay areas such 
as foundries, steel mills and heavy as- 
sembly. 


FLUORESCENT IN THE HOME 


1941 saw a marked increase in 
fluorescent going into homes—15 and 
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ELECTRIC WASHER SALES BY PRICE CLASSIFICATIONS 
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20 watt, two-tube adaptor fixtures for 
kitchen lighting, taking the lead. Flu- 
orescent lighting for the bathroom 
mirror has practically become stand- 
ard. The most interesting development 
was that of attractive fixtures for 
fluorescent for living room, dining 
room, halls‘ and bedrooms. Unques- 
tionably, continued progress will be 
made along these lines in 1942, even 
though scarcities of material will keep 
the volume down. Portable lamps us- 
ing fluorescent showed some increase 
for 1941 and may take quite an upward 
trend in 1942—again dependent on 
availability of materials. 


HOME LIGHT CONDITIONING 


The sale of bulbs, adaptor units, 
portable lamps and fixtures should con- 
tinue up in 1942. With the availability 
of appliances being problematical, util- 
ities, jobbers and dealers will look 
more to lighting than ever before— 
to help take up some of the slack. 
There will be shortages, so that it will 
not be possible to plan activities as 
heretofore. Activities will have to be 
built around the type of material avail- 
able. Promotion, sales, and advertis- 
ing will have to be geared to lighting 
requirements in the home as a part of 
war economy. 

Sales of LE.S, lamps proceeded at 
a maximum rate for the first three- 
quarters of 1941, with a sharp decline 
in the last quarter due to material 
conservation. 


FLUORESCENT CIRCUITS 


Alternate materials and methods are 
reflecting themselves in the design 
and operation of fluorescent. A new 
system of ballasting standard fluores- 
cent lamps, slightly less efficient than 
the present method, but using consid- 
erably less of the metals necessary to 
the defense program, will be on the 
market at an early date. While lower 
in efficiency, these new ballasting sys- 
tems have the advantage of high-power 
factor rating. 





1936 - 1937 - 1938- 1939-1940-1941 
(Percentage of Yearly Unit Volume) 


1939 1940 #194) 


BLACK-OUT LIGHTING 


While no form of “black-out” light- 
ing has been standardized as yet, light- 
ing engineers, based on experiences 
and techniques already in operation in 
Europe, are in a position to make 
practical recommendations for mini- 
mizing the difficulties of “black-out” 
operation. 

This includes applications of low- 
wattage, low candle power lamps fo1 
street lighting, lighting mechanisms 
for automobiles, and systems for fac- 
tories, offices and homes. 

With the dependency of industry on 
high level lighting for top production, 
it is expected that factory windows, 
skylights, etc., can be so treated so 
that production can continue, if neces- 
sary, during blackout periods at full 
efficiency and under artificial light. 

For interior areas where such a 
scheme has not been put into effect, 
emergency pilot or marker lighting 
may be installed, using very low 
wattage incandescent or glow lamps. 
The glow lamp, particularly, may find 
considerable use in available con- 
venience outlets .. . being available in 
one, two and three watt sizes at 120 
volts. 


GERMICIDAL LAMPS 


Continued research in the applica- 
tion of germicidal lamps shows en- 
couraging results. From the informa- 
tion gathered during scientific studies, 
it would appear that increasing use 
of germicidal lamps, during 1942, will 
be justified. Schools, hospitals, offices, 
cantonments and other places where 
large groups gather are prospects for 
germicidal lamp installations. 

Special application in meat coolers 
and other food storage are developing 
with further study. Hotels are adopt- 
ing this equipment in connection with 
their sanitary service. The develop- 
ment of sterile storage for food uten- 
sils, medical instruments, etc., is to 
be looked for in the near future. 

(Continued on page 82) 
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PORTLAND, MAINE 


New Defense Business Keeping Sales Up 


49,163 residential customers of the Cum- 
berland County Power & Light bought 
$1,800,000 worth of appliances in 1941 


Power & Cumberland County Power & Light 
Portland Me served 49,163 residence customers in 
it they e now an important 1941 as against 47,663 customers in 
irea and there has been con- 1940. About 7,500 of these are classed 
1 cle vhich is rural customers. Average yearly 
1 indise kilowatt-hour consumption rose from 
yf idents are 786 kw.-hrs. in 1940 to 810 kw.-hrs 
t, but with de in 1941 according to a statement by 

ng $40 and up a power company officials 
who were formerly on farms lotal volume of appliance business 
$40 a month. a 20 percent in the Portland, Me., area amounted 
great detriment to $1,800,000, the company reports, a 


1 


‘tal of $34 in appliance purchases per 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Cumberland County Power & Light Co.) 


1941 1940 

Company Dealers Total Company Dealers Total 
Ranges 774 2,322 3,096 575 1,725 2,300 
Water Heaters 132 396 528 135 405 540 
Refrigerators 1,456 4,368 5,824 918 2,754 3,672 
Washers 964 2,892 3,856 834 2,502 3,336 
lroners 169 507 676 150 450 600 
Cleaners 660 1,980 2,640 405 1,215 1,620 
Radio Sets 530 1,590 2,120 486 1,458 1,944 
Air Heaters 245 735 980 215 645 860 
1.E.S. Lamps 2,200 6,600 8,800 1,700 5,100 6,800 


Traded-in appliances included in these figures. 
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ESTIMATED REPLACEMENTS AND SATURATION 
(Cumberland County Power & Light Co.) 


Estimated Proportion Estimated 


of Replacements Saturation 
(1941 sales) 12/31/41 
Ranges 5% 12% 
Water Heaters 3/4% 
Refrigerators 10% 50% 
Washers 15% 65% 
lroners 3% 
Cleaners 40% 10% 
Radio Sets 30% 120% 


1ome served. The estimated sales for in the territory, and the present emer- 

1942 will only be about half this fig- gency situation has not changed either 

ure, they say. For a breakdown on the number or type of dealers doing 

appliance sales, see the accompanying business, nor does the utility believe 

table that dealers have increased their serv- 
There are approximately 60 dealers ice departments. 





AUGUSTA, MAINE 


Number of Dealers in Territory Increase 


Central Maine Power Sold $1,030,000 
worth of appliances to 83,000 domestic cus- 
tomers in ‘41; upped kw.-hr. use to 830 


ARADOXICALLY, the present The company itself is not making any 
emergency situation has caused an plans at present to meet the emergency 
increase in the number of dealers sell- conditions, but report that they are 
ing appliances in the territory served planning more dealer activity in the 
by the Central Maine Power Company future. Some advertising and direct 
with headquarters at Augusta, Me. mail is being employed by the utility 
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Afrom COAST to COAST 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 


(Central Maine Power Company) 


in importance from a volume stand- 
point as follows: 1) electrical dealers, 





2) mail order houses, 3) furniture 
ei ecadl wie a a = stores, 4) miscellaneous outlets, 5) 
Compeny Deslers Totel Company Deslers Total hardware stores and 6) department 

Ranges 1,400 400 = 1,800 970 SS = . ; ; 
Water Heaters 500 50 550 384 58 442 No estimate is available of the total 
Refrigerators......... 2,800 5,000 7,800 1,995 3,086 5,011 volume of appliance business done in 
Washers 1,750 1,333 / the territory, but the power company 
lroners. . 225 229 report that their own sales amounted 
Cleaners 800 416 to $1,030,000, an average of $35 per 


home served. Data on sales of electri- 
cal appliances in the past two years 
are given in the accompanying tables. 


to encourage the reconditioning of old 
appliances. In addition, it was re- 
ported that dealers have done little to 
date to increase service facilities. 
Central Maine Power increased 
their number of residence customers 
from 77,776 in 1940 to an estimated 


ers, some of them very small, selling 
only a few items. They are ranked 


ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(Central Maine Power Company) 


Estimated Proportion Estimated Estimated Sales for 1942 


oe : P f Replacements Saturation a5 
Bia: - 83,000 by the end of 1941. Included . : 
ite 3 in these figures are 20,500 farm and (10ST cotend " vila Compeny Doster Tout 
‘; rural customers. Average annual kilo- Ranges 10% 16% 1,000 400 1,400 
: ) : Water Heaters Less than 1% 5% 375 60 435 
watt-hour consumption per domestic Refrigerators 20% 39% 2,000 3,000 5,000 
meter rose from 796 kw.-hrs. (788 Washers 60% 1,400 
kw.-hrs. included farm and rural) to  froners. . 3% 175 
830 kw.-hrs. in 1941. Cleaners 300 
The territory is served by 150 deal- *Not Dealer Sales. 





mer- 
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NOTE—Estimates of sales in 1942 shown on these and other local market pages were 
made before December Ist. Obviously these totals cannot now be achieved. We are 
printing them, however, for possible use in determining allotments of merchandise. 





RUTLAND, VERMONT 


Dealers Cutting Number of Appliance Salesmen 


22,825 domestic electric customers of the 
Central Vermont Public Service increased 


average annual kw.hr. use to 


f LECTRICAL dealers in the terri- 

tory served by the Central Vermont 
Public Service Corporation of Rut- 
land, Vermont, are discontinuing sales- 
men to extent due to the 
which installment 


to A. H. 
some company, 


lecreased volume 


restrictions 
the power company nor dealers have 
taken any measures as yet, according 


departments or 


926 in 1941 


hase effected. Neither 


Alcott, sales manager of the 
to increase their service 
encourage recondi- 


tioning of old appliances. Figures on 
the sales of major appliances are only 
available from the company and deal- 












The new U. S. submarine ‘‘Trigger’’ slides 
down the ways at Mare Island, Cal., eight 
months after its keel was laid. From coast 
to coast the country goes on a war footing. 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(CENTRAL VERMONT PUBLIC SERVICE CORP.) 


ers for ranges, water heaters and 
1941 
Company _ Dealers 
Ranges 529 264 
Water Heaters 96 23 
Refrigerators 802 1,485 





NEW ENGLAND 


Portland, Me. 
Augusta, Me. 
Rutland, Vt. 
Manchester, N. H. 
Hartford, Conn. 
Waterbury, Conn. 
Pawtucket, R. |. 


MIDDLE ATLANTIC 


New York, N. Y. 

Staten Island, N. Y. 

Central Hudson Valley, N. Y. 
Asbury Park, N. J. 

Dover, N. J. 

Philadelphia, Pa. 

Allentown, Pa. 

Reading, Pa. 

Western Pennsylvania 
Altoona, Pa. 


EAST NORTH CENTRAL 


East Central Region 
Central Ohio 
Dayton, O. 
Indianapolis, Ind. 
Detroit, Mich. 
Jackson, Mich. 
Chicago, Ill. 
Milwaukee, Wis. 





Appliance Outlook for 1942 in following Localities 


WEST NORTH CENTRAL 


Minneapolis, Minn. 
Cedar Rapids, la. 
St. Louis, Mo. 
Wichita, Kan. 
Omaha, Neb. 
Huron, S. Dak. 


SOUTH ATLANTIC 


Washington, D. C. 
Raleigh, N. C. 
Atlanta, Ga. 
Miami, Fla. 
Tampa, Fla. 

St. Petersburg, Fla. 


EAST SOUTH CENTRAL 


Louisville, Ky. 
Chattanooga, Tenn. 
Knoxville, Tenn. 
Birmingham, Ala. 


WEST SOUTH CENTRAL 


Pine Bluff, Ark. 

New Orleans, La. 
Houston, Tex 

El Paso, Tex. 

San Antonio, Tex. 
Oklahoma City, Okla. 


MOUNTAIN 


Mountain States 
Tucson, Ariz. 

Denver, Colo. 
Southern Colorado 
Central Colorado 
Albuquerque, N. Mex. 
Raton, N. Mex. 

Salt Lake City, Utah 
Richfield, Utah 
Reno, Nev. 
Sheridan, Wyo. 
Rawlins, Wyo 

Idaho 

Montana 


PACIFIC 


Puget Sound 
Seattle, Wash. 
Aberdeen, Wash 
Central, Wash. 
Spokane, Wash. 
Tacoma, Wash. 
Portland, Ore. 
Eastern Oregon 
Eugene, Ore. 
Calif.-Oregon 
San Francisco 
Los Angeles 
San Diego 
British Columbia 
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1940 
Total Company Dealers Total 
793 334 173 507 
119 67 12 79 
2 287 603 1,052 1,655 
refrigerators. These show increases 


for the year in the three brackets 
The utility company increased its 
number of domestic electric customers 
from 21,767 in 1940 to 22,825 in 
1941. Of these 2,557 are cus- 
Average annual kw.hr. con- 
sumption rose from 903 to 926 kw.hr. 
in 1941. The company’s figures on 
their own sales of appliances are 
estimated at $358,000—about $13 per 
customer. Dealers, however, sell 63% 
of the refrigerators and 29% of the 


tomers. 


ranges in the territory. Sales fo 
electrical appliances in the territory 
are given in the accompanying table 
Replacement sales in the territory 
are figured at 5% for ranges, satura 
tion now being 22% it 15% for 
refrigerators with an estimated satu- 
ration of 60%. Figures on the rest 
of the major appliances are not avail 
ible. 
(Continued on page 22) 
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(Continued from 
page 2!) 








MANCHESTER, N. Ht. 
Utility Sells $800,000 in Appliances 


66,350 domestic electric customers of the 
Public Service Company of New Hampshire 
upped average kw.-hr. consumption to 835 


HE Public Service Cor 
| nos 


npany of lic Service Company of New Hamp- 
shire sales department accounted for 


$800,000 worth of appliance sales, an 


ew Hampshire, with headquarters 


Manchester, N. H 


inc! eased 


umbe yf residential customers from average of $12.06 purchases per home 
63,631 in 1940 to 66,350 in 1941. Ot served 
latter figure 7,050 are rural cus Refrigerator saturation now stands 
Kilowatt-hour consumption at 44.7 percent, range saturation at 
per domestic meter rose also from 80 15.3 percent and water heater satura- 
kw 1940 to 835 kw.-hrs. in tion at 2.5 percent in the territory. 
1941 Comparative figures on sales of 
N available of th major appliances for 1941 as compared 
il dolla é appliance bu with 1940 are given in the accompany- 
lone but the Pub ing table 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Public Service Company of New Hampshire) 


1941 1940 
Company Dealers Total Company Dealers Total 
anges 1,065 681 1,746 768 491 1,259 
Water Heaters 277 65 342 194 58 252 
Refrigerators 2,103 3,354 5,457 1,290 2,359 3,649 
Washers 1,417 1,417 1,071 1,071 
lroners 272 272 245 245 


Traded-in app'iances included in these figures. 





CONNECTICUT 
Hartford Stops All Promotion for Emergency 


68,000 domestic electric customers of the 
Hartford Electric Light Company bought 
$2,905,000 worth of appliance business in ‘41 


y#! Hartford Electric Light Com Merchandising in the territory of the 
pany, Hartford, Connecticut, an Hartford Electric Light Company is 
inces that they topped all pro wholly in the hands of electrical deal- 
for the period of the war ers, who number 60. They did a total 
emergency and are centering their f $2,905,000, an average of $42.60 
ittention dealers over the in appliance purchases per home served 
lifficult situation. Their program for by the utility. Department stores did 


- lit i appliances as a defense the major share of this business, elec- 
easure is still indefinite 1942, trical specialty dealers were next in 
, ling Carl DeLaney of the importance, furniture stores third, mail 
utility’s sales department The num rder houses fourth and miscellaneous 
ber of residence served by vutlets fifth 
Hartford Electri Light Company [he present war situation has 
rose from 66,294 1940 to 68,000 in caused an addition of seven dealers— 


194] Or these upproximately 900 


K ilowatt-hour 


five combination furniture and appli- 


rural customer ince stores and two specialty electrical 


sumption per lomestic meter stores—in the territory. Business fell 
climbed from 1,352 kw in 1940 to off in October and November, due to 
1385 kw 194] the credit restrictions, the company re- 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940, 1941 
AND ESTIMATED 1942 SALES 


(Hartford Electric Light Co.) 
(For 1942 estimates see note page 2!) 
Estimated Sales for 1942 


1941 1940 eee 

Dealers Dealers Dealers 
Ranges 1,550 1,221 1,000 
Water Heaters 350 231 200 
Refrigerators 8,250 5,414 4,000 
Washers 4,500 3,300 3,000 
lroners 500 300 250 
PAGE 22 













































































ports, and dealers to date have made 
very little effort to increase their serv- 
ice facilities. 


The utility sold 185 kilowatts of do- 
mestic lighting in 1941 and announce 
that they have no plans for 1942. 


ESTIMATED REPLACEMENTS AND SATURATION 
(Hartford Electric Light Co.) 


Estimated Proportion Estimated 

of Replacements Saturation 

(1941 sales) 12/31/41 
Ranges 15% 20% 
Water Heaters bala 5% 
Refrigerators. . . 20% 80% 


Waterbury Adjusting Merchandising 


161,630 residential customers of the Connecticut 
Light & Power Company bought $4,200,000 worth 
of appliances in ‘41; upped kw.-hr. use to 1,146 


structed to encourage 
keep appliances in repair 

By the end of October, 1941, the 
Connecticut Light & Power Company 
served 161,630 domestic electric met- 
ers as compared to 153,271 in the year 
1940. Of these present customers, 
9,298 are classed as farm customers. 
Kilowatt-hour consumption per domes- 
tic meter rose from 1,107 kw.-hrs. in 
1940 to 1,146 kw.-hrs. in 1941. 

The power company, together with 
dealers in the territory they serve, 
sold an estimated $4,200,000 worth of 


JHE present war situation has caused customers to 
the Connecticut Light & Power 
Company to revise their estimates for 
1942 business downward, according to 
W. M. Walsh, manager of the utility, 
headquarters of which are at Water- 
bury, Connecticut. In addition, the 
utility is not replacing men leaving 
for other work and are adjusting their 
sales group for less business. They 
are encouraging the reconditioning of 
old appliances, as a defense measure, 
through advertising and bill enclosures 
to customers. Salesmen are also in- 


UNIT SALES OF ELECTRICAL APPLIANCES FOR 1941 
AND ESTIMATED REPLACEMENTS AND SATURATION 


(Connecticut Light & Power Co.) 


Estimated Proportion Estimated 

1941 of Replacements Saturation 

Total (1941 sales) 12/31/41 
Ranges....... 2,634 20 12.3 
Water Heaters 1,110 10 4.4 
Refrigerators. . . 12,597 20 70.0 
Washers... 3,164 10 50. 
lroners. .. . 842 es 8. 
Cleaners. ... 2,719 60 75. 
Radio Sets. . 4,546 30 95. 
Air Heaters. . 174 ws 
1.E.S. Lamps. . , 6,500 


Traded-in appliances included 
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Assembly lines for Curtiss-Wright Cyclone engines for military 


planes are running full tilt at the company's expanded plant at 
East Hartford, Conn. (Keystone photo) 


appliances in the territory in 1941. 
For a breakdown of sales of appliances 
see the accompanying table. 

The war situation has caused a 
reduction in the number of active deal- 
ers in the territory—particularly those 
with other activities—according to Mr. 
Walsh. Installment credit restrictions 
have affected dealer sales volume, but 
dealers are reported not to have in- 
creased their service departments, due 
to reduction in sales. They have, on 
the other hand, not reduced the num- 
ber of service men, if anything, due 
to higher wages paid by defense in- 
dustries. In order of their importance, 





dealers rank in the territory as follows: 
1) electrical dealers, 2) furniture 
stores, 3) hardware stores, 4) mail 
order houses, 5) department stores and 
6) miscellaneous outlets. 

In their domestic lighting program, 
Connecticut Light & Power are cur- 
rently running a campaign selling 
adapter units and I.E.S. lamps. The 
campaign started on September 22 
and is scheduled to run to January 
24, 1942 with a quota of 1,560,000 
watts. Up to December 6, approxi- 
mately 1,000,000 watts had been sold in 
this campaign. 

(For 1942 estimates see note page 2!) 





PAWTUCKET, RHODE ISLAND 


No Plans Made As Yet to Meet Emergency 


47,700 residential customers of the Black- 
stone Valley Gas & Electric bought 


$1,075,000 worth 


HE Blackstone Valley Gas & Elec- 

tric Company, which serves the area 
in and about Pawtucket, R. I., report 
that they are contemplating no changes 
in their merchandising plans to meet 
emergency conditions, as yet, nor have 
they done anything to encourage re- 
conditioning of old appliances. 

The utility company served 47,700 
domestic meters in 1941—a slight in- 
crease over the 46,578 served in 1940. 
Kilowatt-hour consumption per resi- 


of appliances in 1941 


dence customer rose from 537 kw-hrs. 
in 1940 to 591 kw-hrs. in 1941. 

Total appliance volume in the terri- 
tory is estimated at $1,075,000 of which 
$475,000 is represented by Blackstone 
Valley Gas & Electric business and 
$600,000 by the 35 dealers who serve 
the territory. This represents an av- 
erage purchase per customer of $20. 
Furniture stores are rated as first in 
volume of appliances sold, electrical 
specialty dealers second and depart- 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Blackstone Valley Gas & Electric Co.) 





1941 1940 
Company Dealers Total Company Dealers Total 
Fane. dha oaa eal 120 75 195 81 40 121 
Weer Senate. .... 5... 020% ogee oe ee ee ee 
ES 5. 0.00.9 ssetean 1,800 3,000 4,800 1,262 1,531 2,793 
Washers........ 500 700 1,200 500 700 1,200 
i. 5. anges bork kee 65 20 85 42 15 57 
GID. 6 ono c cee cee 300 200 500 150 150 300 
aaa Yaa 2,400 2194 ..... 2,194 


ELECTRICAL 
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1942 





(1941 sales) 

eda ss 

Water Heaters... ae 
Refrigerators. . . 20% 
_ 50% 
lroners....... ele 
Cleaners....... 10% 
1.E.S. Lamps. . .. A Sead 





ment stores third in the ranking. 

In 1942 the utility are planning a 
residential light conditioning program, 
they report. 


ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(Blackstone Valley Gas & Electric Co.) 


Estimated Proportion 
of Replacements 


Estimated Estimated Sales for 1942 
Saturation —£ —__-—______—- 
12/31/41 Company Dealers Total 
3% 75 50 125 
me 5 5 
60% 1,000 1,500 2,500 
sae 400 600 1,000 
a 50 
300 300 
2,000 2,000 








For data on appliance sales by both 


the company and dealers for the past 
two years see the accompanying tables. 


(For 1942 estimate see note page 2!) 
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NEW YORK CITY 


Utility to Continue Promotions 


1,989,000 domestic electric customers of the 
Consolidated Edison Company increased kilo- 


watt-hour consumption to 640 


OR the period of the emergency, ac- 

cording to E. F. Jeffe, vice president 
of the Consolidated Edison Company 
of New York which serves the island 
of Manhattan and a large part of the 
five boroughs, the utility’s job is to 
maintain morale and see that efforts 
are made to keep appliances working. 
There are approximately 1,000 dealers 
cooperating with the utility in the 
New York metropolitan area and it is 
their job, he said, to keep selling 
while the utility will take on the pro- 
motion and advertising to educate cus- 
tomers to bring in their appliances for 
repair; to maintain lighting standards 
for eyesight conservation and for the 
maintenance of morale even though 
blackouts may become the rule in the 


in 1941 


country’s first city. 

The Consolidated Edison Company 
served 1,989,000 domestic customers 
in 1940 as compared to 1,982,269 cus- 
tomers in 1941. Kilowatt-hour use 
per residence customers rose from 631 
kw.-hrs. in 1940 to 640 kw.-hrs. in 
1941, 

The past year has seen a continu- 
ation of the now famous bargain 
package campaigns in the territory 
which have resulted in the sale of 
thousands of cleaners, toasters, radio 
sets, floor lamps and irons. Shortages 
of appliances have curtailed some of 
these campaigns but Mr. Jeffe said, 
they will be continued if, as and when 
the stocks of appliances are avail- 
able. 





| CENTRAL HUDSON VALLEY, N. Y. 
Concentrating on Non-Defense Material Items 


68,600 residential 


(largely rural) customers of 


the Central Hudson Gas & Electric, Poughkeepsie, 
N. Y., bought $1,201,880 worth of appliances in ‘41 


ESPITE the fact that the Central 

Hudson Gas & Electric Corporation 
in Poughkeepsie, N. Y. does no mer- 
chandising they exert strong promo- 
tional efforts on dealers, acting very 
much as sales managers for the terri- 
tory. According to H. E. Dexter, vice 
president in charge of commercial re- 
lations for the company, 1942 mer- 
chandising plans call for concentrating 
on appliances using a minimum of de- 


fense material, such as, 14-gallon 
water heaters, electric teakettles, roast- 
ers and electric blankets. 

The number of dealers in the terri- 
tory has been reduced, the tendency 
being for the small specialty dealer to 
eliminate himself as a factor in the 
business and the remaining strong 
dealers taking on allied and even non- 
allied lines. Dealers generally have 

(Continued on page 26) 
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yw 1942, retailers throughout the na- 


tion will be able to present the finest vink 








refrigerators ever to hear the name Kel sents definite and obvious steP 
yinator- 








And for spp-of-uhe-Hine’ selling: the 
“a Not merely 25 good as the fine refrigeta~ Moist -Mastet models provide an importa® 

tors of last yeat> but definitely ‘proved! contribution to the nation’s food conserva- 
More yeautiful—thanks to the use of color- tion program. 


























as ee ‘ » : \j y N > 
ful plastics | and ss et styling: sac In actual operation, they cut down food 
soundly engineeres _thanks to intensines pills—preve™™ waste SUPPLY better and 










research and the use of new materials! New 






more wholesome food to the table. Tt is our 


one x sincere convict ion that the 1942 Kelvinator 
than ever -afluenced PY the Setail-minded Moist 









in size! More potent in selling appeal 1 More 









pe ; bey gr . -Mastet offers the greatest refrigeta- 
thinking that dominates Kelvinator § ap- . 








- ; tion service ever developed: We believe 
proach to every manufacturing and selling that this ‘5 the vefrigerator of today—an 


tomorrow: 

























prot lem! 




















The 19 42 Kelvinator line consists of four 





AND HERE 1s AN [NTERESTING FACT: with more 
‘ and two 9 cu. {t. refrigerator: It provides features, more storage coom,more value in every respect 




















a model to meet the needs of every cus- _and in spite of incre costs and production cur- 
tomer—with a minimum inventory require- ‘ailment etvine’ prices for 1942 are up t $30 be- 


. low prices that existed 0” comparable 1939 models 
for the retailer Sa - : 
pefore Kelvinator s new program revolutionized the 
s the enormously industry i" January: 1940. 


































KELVINATOR HELPS AMERICA ARM Nash- 


Kelvinator is NOW working 0" contracts for more than @ 














hundred million dollars’ worth of airplane propellers, 


engine ports and other materiel for America’s OF effort. 
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Model SS-7 .. . Here’s where the 
“step-up” starts. Model SS-7. A beau- 
tiful, new Kelvinator—7 cubic feet 
big—with welded steel cabinet—one- 
piece top and sides. Beautiful, easy- 
to-clean “Cold-Ban” around the door 
frame ... recessed Polar Light... 
High-speed Freezer . . . 13-setting 
Kelvin-Control ...Polarsphere Sealed 











Model S-7 . . . An easy, logical step 
takes us to Model S-7. New—com- 
pletely equipped—and 7 cubic feet 
big. Oversize, sliding Crisper with 
crystal-clear glass cover. Big, sliding 
Meat Chest. Big Vegetable Bin. And 
the 5-Way Magic Shelf. Obvious, 
added value at $174.95*. Model 
$-9...9cu. ft. size. Pricee—$219.95*. 











Model R-7... And now Model R-7. 
A 7 cu. ft. Kelvinator—with de luxe 
beauty, equipment and convenience. 
Two big, glass-covered Crispers in- 
stead of one. 50% greater ice-freezing 
capacity. Removable freezer shelf. 
Extra room for frozen foods. Moon- 
stone Meat Chest. Obvious extra 
value—which fully justifies the price 


Unit. And the price is $149.95*. of $189.95". 








THE KELVINATOR “MOIST-MASTERS” 
Models M-7 and M-9 


Here is the greatest Kelvinator ever built — the Moist- 
Master. Shelves of crystal-clear glass and an extra set 
of Cooling Coils concealed in the walls provide super- 
moist cold for vegetables and uncovered leftovers— 
moderate moist cold for fruits and meats—dry cold 
for bottled foods. The lower section of the cabinet is 
enclosed behind glass doors—forming the Cold-mist 
Freshener compartment. A superb model for top-of- 
the-line selling. Price, $219.95*. 

Model M-9 is in 9 cu. ft. size. Price, $259.95*. 


suggested ore for delivery in the kitchen with 5-Year Protect Plan. State and a! taxes extra, Pric 


sher west of the Rockies. Prices and specifications subject to change without notice. 


Gel More- 


oe KELVINATOR 


REFRIGERATORS ~ ELECTRIC RANGES 
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increased their service activity so that 
repair departments are tending to 
carry themselves, it is reported, partly 
due to installment restrictions which 
have limited dealer 
some cases. 

Che Central Hudson Gas & Electric 
Corporation increased theit 


residence customers from 


volume in 


1umber of 
67,499 in 
1940 to 68,600 in 1941. Of these mor 
than half—34,553 non-gas areas 
are rural custome! Average annual 
kw.hr. consumption for residence cus- 


tomers increased from 1,036 kw.hr. 
in 1940 to 1,070 kw.hr. in 1941, Ap- 


proximate volume of appliance busi- 
ness done in the territory—all by 
dealers—amounted to $1,201,880. This 
business was done by 227 dealers in 
the territory of which 60% are elec- 
trical, doing the major part of the 
business; 19% are miscellaneous out- 


lets, next in importance; furniture 
stores comprise 7.9% ranking third; 
department stores 7.8% ranking 
fourth; mail order houses 2.8%, rank- 
ing fifth; and hardware stores 2.7% 
ranking sixth. 

Range saturation now stands at ap- 
proximately 22.7% in non-gas areas, 
and water heaters at 9.3% for similar 
areas. Saturation on refrigerators is 
estimated at 61% with an estimated 
proportion of replacements in 1941 
sales 21%. It is further estimated that 
in the territory there will be 600 
ranges sold in 1942, 600 water heaters 
and approximately 3,000 refrigerators. 

No domestic lighting program was 
undertaken in the program in 1941, 
but Central Hudson are planning a 
campaign on 4 fluorescent lighting 
fixtures for kitchens in 1942, accord- 
ing to Mr. Dexter. 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(CENTRAL HUDSON GAS & ELECTRIC CORP.) 


1941 
Dealers 
Ranges 1,000 
Water Heaters 729 
Refrigerators 5,900 
Roasters 600 
Nesco Chefs 800 
Elect. Blankets 600 


Trade-in sales included in above. 


1940 
Total Dealers Total 
1,000 1,026 1,026 
729 525 525 
5,900 5,483 5,483 
600 1,026 1,026 
800 374 _ 374 


600 — om 





STATEN ISLAND, N. Y. 


Utility Making Repair Survey for Emergency 


43,000 domestic customers of the 
Staten Island Edison upped average 


kw.-hr. 


TH! Staten Island Edison Corpora- 
tion l 


mn, Staten Island, N. Y., reports 
that no change in their merchandising 
plans is necessary at this time. How- 
ever, the company surveying cus- 
tomers’ homes to determine to what 
extent ld appliances need repair. If 


the survey shows a need, it is the com- 


use to 


915 in 1941 

pany’s plan to advertise to their cus 
tomers service. companies with facility 
Further, 
they will organize various service 
agencies to secure flat rates for cer- 


. . 
to take care of equipment. 


tain types of repair and will encourage 
company and dealer salesmen to dig 
out service business. 





Men are filling American shipyards to build the new American merchant marine. 
This is a scene in the shipyards at Chester, Pa. 
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UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Staten Island Edison Corp.) 


1941 1940 





Company Dealers Total 





— 


Company Dealers Total 


Ranges......... a craw 315 300 615 327 148 415 
Water Heaters............. 110 15 125 74 °° sa. 
Refrigerators... . . as 710 2,675 3,385 753 2,454 3,207 
gaan 95 1,000 1,095 Se gee anaes 
lroners. ... . Se a ath 32 200 232 23 248 271 
Cleaners <a ee Oe 90 140 1,000 1,140 
Be ER, vive cciecene eS 975 Ee ee 


Traded-in appliances included in these figures. 


The company served 43,000 resi- 
dence customers in 1941 as compared 
to 41,937 in 1940. Kilowatt-hour con- 
sumption jumped from 857 kw.-hrs. in 
1940 to 915 kw.-hrs. in 1941. 

There are 21 dealers serving the 
territory, but no estimate is available 
for total appliance business done in 
1941. The utility company sales, how- 
ever, total $225,000. A breakdown of 


sales figures on major appliances for 
1941, together with an estimate for 
1942 is shown in the accompanying 
tables. 

Domestic lighting in 1941 featured 
aggressive promotion of Vision-Aid 
lighting devices and I.E.S. lamps. A 
continuation of the program is con- 
templated for 1942. 

(For 1942 estimates see note page 21!) 


ESTIMATED REPLACEMENTS, SATURATION AND 1942°SALES 
(Staten Island Edison Corp.) 


Estimated Proportion Estimated 
of Replacements Saturation - 


(1941 sales) 
OEE PEE DOE 10% 
Water Heaters....... 2% 
Refrigerators............ 20% 
Sra ok SA xaos 10% 
lroners. . . 1% 
Cleaners... . 50% 
Radio Sets... ... ; 100% 
1.E.S. Lamps. . ; 25% 


Estimated Sales for 1942 





12/31/41 Company Dealers Total 


12 500 350 850 

1 250 25 275 

85 500 2,250 2,750 
“eK 100 1,200 1,300 
20 50 250 300 

50 100 1,000 1,100 
Se > vee oMeskeed ees 
need 1,000 1,000 2,000 





ASBURY PARK, N. Jd. 


Plans Considered to Encourage Appliance Repair 


97,000 residence customers of the Jersey Central 
Power & Light increased average annual kw.-hr. 
consumption to 886 in 1941; utility sales $1,600,000 


LANS are under consideration by 
the Jersey Central Power & Light 
Company, whose headquarters are at 
Asbury Park, N. J., to encourage appli- 
ance repair and service in the territory. 
Present merchandising plans, it was 
reported are flexible to meet demands 
as they change during the emergency. 
The power company served 97,000 
residence customers in 1941 as com- 
pared to 92,903 residence meters in 


1940.  Kilowatt-hour consumption 
rose from 861 kw.-hrs. per residence 
customers in 1940 to 886 in 1941. 
Approximately 200 dealers serve the 
Jersey Central Power & Light terri- 
tory. No estimate is available of the 
total volume of appliance business 
done, but the utility reports that their 
own sales department was responsible 
for sales of $1,600,000, an average of 
$30 per customer served. For details 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Jersey Central Power & Light Company) 





1941 1940 

Company Dealers Total Company Dealers Total 
Ranges...... a 1,520 250 1,770 1,067 196 1,263 
Water Heaters 806 50 856 526 40 566 
Refrigerators. . . . 4,270 6,000 10,270 3,215 4,000 7,215 
Washers......... 1,316 3,750 5,066 829 3,500 4,329 
lroners...... ati. 440 175 615 315 150 465 
Ee 1,026 5,500 6,526 848 5,000 5,848 
1.E.S. Lamps. . . 2,700 1,200 3,900 1,200 850 2,050 
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of comparative company and dealer 

sales see the accompanying table. 
Dealers in the territory ranked in 

the following order from the stand- 


LOCAL MARKET DATA (Middle Atlantic) 


lighting program in 1941 resulted in 
the sale of 4,000 portable lamps by the 
utility, 6,000 light conditioning fix- 
tures by the utility and dealers, $19,- 











point of volume of business: (1) elec- 000 worth of Mazda lamps by the 
trical dealers, (2) department stores, utility and 4,000 Silver Bowl lamps. 
> (3) furniture stores, (4) hardware It is planned to aggressively continue 
7 stores, (5) miscellaneous outlets and the light conditioning program in 
(6) mail order houses. 1942. 
The utility company’s domestic (For 1942 estimates see note page 2!) 
ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(Jersey Central Power & Light Company) 
Estimated Proportion Estimated Estimated Sales for 1942 

r of Replacements Saturation _ 
r (1941 sales) 12/31/41 Company Dealers Total 
4 IR sharin iar 0 6 0icics 10% 10.3% 700 125 825 

Water Heaters........... 3% 3.7% 370 25 395 
] Refrigerators............ 25% 87.0% 2,000 3,000 5,000 
1 Washers........... ee 50% 58.0% 675 2,000 2,675 
. Eee ee 1% 5.1% 240 75 315 

a gd as ohes :00 60% 71.5% 580 2,500 3,080 
r 1.E.S. Lamps... .. se 1,500 700 =. 2,200 

DOVER, N. J. 

Planning No Intensive Sales Promotion for ‘42 
al 48,558 residential customers of the New Jersey 
“ Power & Light bought $900,000 worth of appli- 
“ ances in ‘41; upped kw.-hr. use to 1,000 York, Pa., is one of the country's most active defense towns. This is a scene from a 
0 PART from the fact that salesmen pany’s own merchandising sales staff, ° a eae 
0 leaving the employ of the New Jer- accounted for an aggregate business 
+ sey Power & Light Company, whose amounting to $900,000, of this $760,- 
“ headquarters are at Dover, N. J., are 000 by dealer sales and $140,000 by PHILADELPHIA, PA. 

not being replaced, the utility reports utility sales. The average customers — a 

that they are not planning on inten- bought $18 worth of appliances in Utility Making Plans to Meet War Emergency 


sive sales promotion during the pres- 
ent emergency nor are they doing 
anything to encourage reconditioning 
of old appliances. 

New Jersey Power & Light served 
50,900 residence customers in 1940 as 
compared to 48,558 in 1940, Of these, 


1941. 

The major portion of the business 
was done by the following types of 
dealers in order of their importance: 
(1) electrical dealers, (2) furniture 
stores, (3) hardware stores, (4) de- 





611,220 domestic electric customers of the 
Philadelphia Electric Company bought over 
$25,000,000 worth of appliances in 1941 


HE Philadelphia Electric Company 


as rural. Yearly kilowatt-hour con- 


r partment stores, (5) mail order houses : . ane ‘es 
15,000 are classified as rural customers and (6) miscellaneous outlets. No are making plans to meet the emer- sumption per domestic customer eo 
and 3,800 as farm customers. Aver- change was apparent in either the 8°™CY conditions created by the war, from 1,091 kw.-hrs. in 1940 to 1,126 
¢ y ; has f ‘i - : re oe P -_ we teen % ( 
age kilowatt-hour consumption per number or type of dealers serving the but they are not yet ready to announce kw. hrs. in l 41. a 
residence meter rose from 945 kw.-hrs. territory during the recent emergency exactly what changes will be made in Total appliance volume in the Phila- 
bi . : ? ¢ : re seine Alc x a ee "a5 } »¥CeSS e G75 _ 
in 1940 to 1,000 kw.-hrs. in 1941. condition, but dealer sales volume and their merchandising ip sea Also Geiphia aren was in enct ° + 
The territory is served by 65 deal- dealer advertising have been reduced 0 the fire is a plan to increase appli- 000,000, according to Mr. Porter, who 
ers who, together with the sales of as a result of those conditions ance service facilities in the territory reports that dealers sales made more 
yn , ’ 3 as ¢ 5 >. ; Site " ( <n 2 ‘ é / ms 
appliances made by the power com- Wer 1000 ediiusins we atte Gane 20) through both company and dealers, ac- than 90 percent of the total. A break 
ce cording to John A. Morrison, manag- down of these sales are shown in the 
UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 ing director of the Philadelphia Elec- accompanying tables. There were ap- 
he (New Jersey Power & Light Company) trical Association. proximately 1,800 dealers serving the 
- Edward Porter, vice president of the metropolitan Philadelphia area and, in 
he 1941 1940 Philadelphia Electric Company, re- order of importance from a volume 
ss . — —- . . = . 7 . . . - . 
ay ports that in 1941 the company in- standpoint, the major portion of the 
ir Re — Deslers Total ery — —— creased their number of residence cus- business was done in the following 
le — a eri, ame tee 310 a po 197 100 297 tomers served to 611,220 over the 1940 order: 1) mail order houses, 2) de- 
“ hella a lO 482 2500 2989 ‘igure of 595,369. Approximately 2 partment stores, 3) electrical specialty 
ws eR pai 40 1,560 1,600 55 1,545 1,600 percent of these customers are classed (Continued on page 30) 
ee wea 6 aa 50 10 10 20 
A ee 50 500 550 60 500 560 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Philadelphia Electric Company) 





ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 








(New Jersey Power & Light Company) 1941 1940 

tal Estimated Proportion Estimated Estimated Sales for 1942 Company Dealers Total Company Dealers Total 
63 of Replacements 12/31/41 a) ee 4686 3,380 8,066 2,491 2,300 4,791 
66 (1941 sales) Saturation Company Dealers Total Water Heaters....... _ 2966 1,207 4,173 1,749 989 2,738 
15 | 2 Tae 10% 18% 100 250 350 Refrigerators... . . 11,621 80,077 91,698 11,569 64,496 16,065 
29 Water Heaters........... 1% 4% 60 100 160 Washers........ Pee 8s ce a 2,569 
45 Refrigerators... ..... 10% 55% 100 2,000 2,100 Ironers....... Sal ae 346 

48 Washers.......... 15% 46% eet “sake — eae Cleaners........ 2220 .... 1,928 

50 Cleaners........ at 50% a A See Se ees eee a Ree 2,751 
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Mr. Dealer, your own experiences ft 














These Advertisers in your field know Better 
Homes & Gardens is a hot magazine, too! They’re 


xy prove it the 


using its pages to help you make more sales... get 


Hot 
Magazine 


% Definition: ““Hot—doing an unusual job exceedingly well.” 





A\Ne & Across your own counters 


you've learned that 


N Better Homes & Gardens 
F % X 7 . 
KGPREOS, moves merchandise 





BECAUSE its pages direct the buying emotions of 


its readers— and that means more customers for you! 


BECAUSE it arouses a desire for the products de- 
scribed in its pages—. and that means more sales for 


you! 


BECAUSE it monthly excites the imaginations of 


readers— and that means greater turnover for you! 


BECAUSE its contents—undiluted by fiction, news, 
adventure—are all centered on the home — and 
that means undivided buying action among your best 


customers! 


BECAUSE it thaws out sales and moves merchandise 
into the homes of 2,400,000 families—your best mar- 
ket today, and your best market tomorrow— and 

that means a continuing business at a greater profit 


for you! 


DIRECTING THE BUYING EMOTIONS OF 2,400,000 FAMILIES 
—AMERICA’S BIGGEST SUBURBAN HOME MARKET. 


quicker turnover . . . produce greater profits! 


AMERICAN HEATING EQUIPMENT 
ARVIN ROOM HEATERS 

BENDIX HOME LAUNDRY 

B. & G. TRIPLE-DUTY HEATING 
CADILLAC VACUUM CLEANER 
COMBUSTIONEER AUTOMATIC COAL BURNERS 
CORY COFFEE BREWER 

CRANE HOME HEATING AND KITCHEN 
CROSLEY REFRIGERATOR 
CUTLER-HAMMER MULTI-BREAKER 
DAYTON WATER SYSTEMS 

DELCO HEATING APPLIANCES 

DEXTER TWIN TUB WASHER 
DUO-THERM OIL HEATERS 

DUTCH OVEN RANGES 

EASY WASHING MACHINE 

EDWARDS DOOR CHIMES 

ESTATE STOVES 

FAIRBANKS-MORSE AUTOMATIC COAL BURNERS 
FAIRBANKS-MORSE HOME WATER PLANTS 
FIDELITONE PHONOGRAPH NEEDLES 
FLORENCE RANGES 

FREEMAN STOKER 

FRIGIDAIRE 

GENERAL ELECTRIC HOME HEATING 
GENERAL ELECTRIC RANGE 

GENERAL ELECTRIC REFRIGERATOR 
GENERAL ELECTRIC SINK 

HAMILTON BEACH FOOD MIXER 
HOFFMAN CONTROLS 

HOTPOINT ELECTRIC WATER HEATER 
HOTPOINT RANGE 

IRON FIREMAN STOKER 

MANNING BOWMAN TABLE APPLIANCES 
McGRAW ELECTRIC TOASTMASTER 
McGRAW ELECTRIC WAFFLE BAKER 
MIAMI CABINETS 
MINNEAPOLIS-HONEYWELL CONTROLS 
MIXMASTER 

MODERN KITCHEN BUREAU RANGE 
MODERN KITCHEN BUREAU WATER HEATER 
MOTORSTOKER 

MUELLER FURNACES 

MYERS WATER SYSTEMS 

NORGE REFRIGERATORS 

NU-TONE DOOR CHIMES 

PHILCO RADIOS & PHONOGRAPHS 
RITTENHOUSE DOOR CHIMES 

ST. CHARLES CABINETS 

SERVEL REFRIGERATOR 

SETH THOMAS CLOCKS 

SILEX COFFEE MAKER 
STEWART-WARNER REFRIGERATORS 
“SUNBEAM” ELECTRIC MIXERS 

UNITED STATES STEEL KITCHEN 
WARREN TELECHRON CLOCKS 
WESTCLOX CLOCKS 

WESTINGHOUSE RANGE 
WESTINGHOUSE REFRIGERATOR 
WINKLER STOKERS 

Y. P. S. KITCHEN 


Look for their advertising 
in Better Homes & Gardens 
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stores, 5) hard 
miscellaneous out- 


f 


lo date there is an estimated satu- 
ration of 74 percent on electric refrig- 
erators, 8.5 percent on electric ranges 
and 4.3 percent on electric water heat- 


ers No figures are available for 
washers, ironers, cleaners, radio sets 
and I.E.S. lamps 


ESTIMATED UTILITY SALES 
FOR 1942 


(Philadelphia Electric Company) 


Ranges. ig 2,500 
Water Heaters... 1,500 
Refrigerators. . 7,000 
Washers. 2,600 
lroners. . . . 400 
Cleaners 2,000 
Radio Sets 2,000 





READING, PA. 


Utility Merchandising Reduced to "Token" 


Operation 


112,000 domestic electric customers of the 


N line with the expressed desire of 
the Metropolitan 
Edison Company at Reading, Pa., re- 
port they are curtailing their merchan- 


the Government, 


dising operation to what amounts to 
“token” operation. Dealer subsidies 
are eliminated as of January, 1942. 
Che utility maintains a continual re- 
conditioning program on major appli- 


ances, and as a defense measure are 


encouraging dealer their own home 
service and field salesmen to work ag- 
gressively on the service end of the 
business 
d 112,000 resi- 
i istomers in the Reading, ra. 
rea in 1941 as cor pared to 107,871 
in 1940. Of these 18,800 
rur Kilo- 
per domestic 
eter rose from 871 kw.-hrs. in 1940 
» 925 kw in 194] 


There are 208 dealers serving 


company erve 


ence cu 


customers 


ire classed as rural customers 


vatt-hour consumption 


hrs 
} ng the 
ry, but no data is available on 


‘tal of appliance business done. 


Metropolitan Edison Company upped kw.-hr. 
use to 925 average annually in 


1941 


Dealer sales, together with utility sales 
for ranges, water heaters ‘and refrig- 
erators are shown in the accompany- 
ing tables. Estimated saturation on 
refrigerators is now 62.3 percent; on 
ranges at 15.1 percent and on water 
heaters at 4.9 percent. 

Installment credit restrictions re- 
sulted in excess of 60 percent reduc- 
tion in dealer sales since September 1, 
1941, according to E. J. Ingram, new 
business manager of the company. As 
a result, dealers are of necessity in- 
creasing their service work, cutting 
down their number of salesmen em- 
ployed and drastically reducing their 
advertising. In order of importance 
from a volume standpoint, the dealers 
rank as follows: 1) electrical spe- 
cialty dealers, 2) department stores, 
3) furniture stores, 4) mail order 
houses and 5) hardware stores. 

The utility had no domestic lighting 
program in 1941 and are not contem- 
plating any for 1942. 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Metropolitan Edison Company) 


1941 1940 
Company Dealers Total Company Dealers Total 
Ranges 725 2,750* 3,475 439 1,750 2,189 
Water Heaters 250 700 950 171 500 671 
Refrigerators 775 9,700* 10,475 503 6,875 7,378 


*Includes 400 ranges and refrigerators sold on USHA job. 





ALLENTOWN, PA. 


Dealers Expanding Service Facilities 


340,500 domestic electric customers of the Pennsyl- 
vania Power & Light Company bought $21,167,- 


000 worth of appliances 


HE Pennsylvania Power & Light 
Company, with headquarters at Al- 
lentown, Pa., are making studies to see 
what changes may be necessary in 
their merchandising plans and service 
facilities for the emergency. A large 
number of the major dealers have ex- 
panded their service departments, ac- 
cording to J. S. Wise, Jr., president 
of the utility company, and many 
others are planning to do so also. 
[The Pennsylvania Power & Light 
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from dealers in ‘41 
Company served 340,500 residence cus- 
tomers in 1941, as compared to 329,- 
342 in 1940. Of these, 96,000 are 
classed as rural customers. Average 
annual kilowatt-hour consumption per 
residence customer rose from 743 kw.- 
hrs. in 1940 to 775 kw.-hrs. in 1941. 
Total appliance volume in the terri- 
tory for 1941 amounted to $21,167,000, 
92 percent of which was done by 1,127 
dealers throughout the territory and 8 
percent by the sales department of the 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Pennsylvania Power & Light Company) 








1941 1940 

Company Dealers Total Company Dealers Total 
ic ae 2312 5,998 8240 1591 4160 5,751 
Water Heaters 291 368 659 247 332 579 
Refrigerators............. 5,734 36,562 42,296 3,642 26,056 29,698 
SMR 2448 31,534 33,982 2,132 27,037 29,169 
HERR RES 700 2600 3,300 1,164 1,876 3,040 
a 2,921 29,584 32,505 3,770 24,803 28,573 
ang beer ... 64405 64405 ..... 69,180 69,180 
Air Heaters 5,076 5,076 5554 5,554 
| ee = 81,999 81,999 141,136 141,136 


Traded-in appliances included in these figures. 


power company. During the latter 
part of the year, credit restrictions had 
an adverse affect upon dealer sales 
volume, but there have been no 
changes in either the number of type 
of dealers serving the territory up to 
the present time. Dealers, however, 
have reduced their sales staff approxi- 
mately 50 percent, the utility reports, 
although their advertising has shown 
an increase. 


In order of importance from a vol- 
ume standpoint, the dealers rank as 
follows: 1) electrical specialty dealers, 
2) furniture stores, 3) department 
stores, 4) mail order houses, 5) hard- 
ware stores and 6) miscellaneous ap- 
pliance outlets. For a breakdown on 
dealer and company sales together 
with an estimate of 1942 business, see 
the accompanying tables. 

(For 1942 estimates see note page 2!) 


ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(Pennsylvania Power & Light Company) 


Estimated Proportion Estimated Estimated Sales 


of Replacements Saturation, for 1942, 
(1941 sales) 12/31/41 Total 

ES 5 oo oo. aPC 5% 11% 5,200 
Water Heaters Ty 2% 2% 500 
EL ccs Jena dwa wa bons ate 27% 62% 25,000 
a Sc oho ss vbctatow nclaw ueaeol 10% 92% 22,000 
Eo ee ery 2% 2,000 
eis ina a het re Bn int aio 59% 66% 21,000 
BUNT, .. cave aiceovowwecen 50% 92% 50,000 
io ee oo ae Se cults 2% 4,000 
EN ois cs hea ocd eaeoans 25% 30% 65,000 





WESTERN PENNSYLVANIA 


To Educate Customers on Appliance Upkeep 


600 dealers sold $12,798,000 worth of ap- 
pliances to 217,000 residential customers 
of the West Penn Power Company in ‘41. 


UTSIDE of the fact that there has 

been a substantial reduction in the 
amount of dealer advertising of appli- 
ances done in the latter part of 1941 
and the utility are planning a customer 
educational program on the proper 
care of appliances, there has been rela- 
tively little change in the outlook at 
the West Penn Power Company which 
serves scores of small communities 
throughout western Pennsylvania, ac- 
cording to Harry Restofski of the 
utility. 

West Penn Power served 217,300 
residential electric meters at the close 


of 1941 as compared with 207,324 at 
the close of 1940. These figures have 
not been broken down to show the 
proportion of rural to urban customers. 
The average kw-hr. consumption for 
these customers increased to 1,064 kw- 
hrs. in 1941 as compared to 1,010 
kw.-hrs. in 1940. 

There are roughly 600 dealers in 
the territory who, during the past year, 
devoted a total aggregate volume of 
domestic appliance business amount- 
ing to $12,798,000 of which $240,000 
is represented by lamp bulb sales. In 

(Continued on page 32) 


UNIT SALES MAJOR APPLIANCES, 1941, 1940 AND ESTIMATED 1942 


(West Penn Power Company) 
1941 1940 Estimated Sales for 1942 
Dealers Dealers Dealers 
NN I is 2 sae ealiny wheat 5,500 3,597 3,500 
Water Heaters........ 865 473 650 
ES Sears ay a 30,500 22,914 20,000 
EN date hee mpaee 23,500 19,742 17,500 
Es 2 ns ot oo ae een a 3,025 1,883 3,000 
ERROR eas 9,950 8,449 8,000 
ios a's vi nan eeceeeas 41,000 39,069 35,000 
SEM 6. den cevaweetaw dd 23,100 20,220 21,000 
JANUARY, 1942—ELECTRICAL MERCHANDISING 
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HERE’S HOW THIS SERVICE PROGRAM WORKS! 


Government restrictions for the first three months of 
1942 permit the manufacture of less than half as many 
vacuum cleaners as have been produced in recent months. 
Under such circumstances, the reconditioning of clean- 
ers already in use is proving to be a business-life-saver! 
Under Premier’s plan you may repair and recondition 
the cleaners yourself or through a Premier branch. The 


NEW CYLINDER-TYPE CLEANERS ARE 
AVAILABLE IN LIMITED NUMBERS 


Because all-purpose cylinder-type cleaners and hand-clean- 
ers require no aluminum and a relatively small amount of 
other materials needed for the National Victory Program, 
Premier is concentrating its production on these models for 
the time being. This supply of new merchandise enables 
you to sell new customers while satisfying the needs of 
old customers through proper servicing of their old 
cleaners. Until further notice no more of the conven- 
tional-type floor cleaners will be available. 
& 


The Premier Exhibit in Chicago is No. 544-A 
at the American Furniture Mart 


PREMIER 


Premier Division, Electric Vacuum Cleaner Co., Inc. 
Cleveland, Ohio 
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right start in either case is to get going with Premier’s 
low-cost “Introductory Service Package’ — an initial 
supply of genuine factory-built parts plus a group of 
dramatic point-of-sale displays. In addition, to help you 
stimulate consumer demand for service, there are two 
series of unusual and effective direct-mail cards and 
newspaper ads all ready to start work for you at once. 


























Premier Division 


ELECTRIC VACUUM CLEANER COMPANY, INC. 
1734 Ivanhoe Road + Cleveland, Ohio 
Please send me full information on Premier’s Service Promotion 
Plan and the low cost “Introductory Service Package.” Also tell 
me how I can obtain a Premier electric wall clock without cost. 





Name 
Address 
City State. EM-1 
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ESTIMATED REPLACEMENTS AND SATURATION 
(West Penn Power Company) 


Ranges 

Water Heaters 
Refrigerators 
Washers 
lroners 

Radio Sets 
1.E.S. Lamps 


customer in the 


We st 


purchase pet 


of $58 xO 


territory 


Penn does no mer- 


chandising of its own but plans to 
continue its regular policy of cus- 
tomer education and dealer develop- 
ments during the vear to come 

| le importance from the 
stand of volume of business the 
600 dealers serving the territory rank 
as follows 1) electrical specialty 
dealers, 2) retail stores of mail order 
and cha yutlet 3) furniture stores, 
4) irdware t and 5) depart- 
ment stores Che present emergency 
condi s have brought no change in 


the number of dealers in the territory 
nor the type at the time of writing 
Likewise, ‘there are approximately the 
same number of dealer salesmen em- 
ploy 1 i 1940 » iles were some 


Estimated Proportion Estimated 
of Replacements Saturation 
(1941 sales) 12/31/41 
6.8% 10.0% 

2.0% 1.2% 
11,2% 

91.0% 

6.7% 

102.0% 

40.0% 

what retarded in the latter part of 


1941 due to misinformation on the part 
of the public as to the effect of install- 


ment restrictions rather than the re- 
strictions themselves, Mr. Restofski 
feels. Dealers as yet have shown no 
sign of increasing their service de- 


partments to any great extent. 

In the domestic lighting program 
for 1941, West Penn Power actively 
promoted I.E.S. and pin-to-wall lamps 
light conditioning equipment. This 
activity resulted in the sale of 23,100 
1.E.S, lamps (a 14% increase), 23,500 
lamps (19% increase), 
46,800 other portable lamps (12% in- 
crease) and 31,750 items of Adapter 
equipment (33% It is ex- 
pected that the program will be con- 
tinued in 1942. 


(For 1942 estimates see note page 2!) 


pin-to-wall 


increase ). 





ALTOONA, PA. 


No Change Contemplated to Meet Present 


Conditions 


58,050 residential customers of the Pennsylvania 
Edison Company bought $1,250,000 worth of appli- 
ances in ‘41; kw.-hr. consumption up to 798 annually 


wans 
m erg i ding 
| ! i 1 4 any 
i ‘ i the 1 lity 
r ive id 
i if 
f There ( 10 chang 
t ) ) lealer ery 
ing " lealer advert 
ing is i) iinta | | 
Sta ¢ lit wey 
hav aused a big redu yn in dealer 
sales activity during the last part of 


1941, the con 


Pennsylvania 


panv report 
pany repot 


Edison 


, 
electric cust 


served 58,050 


domestic ymers at the end 


of 1941 as compared to 56,790 custo- 


mers at the end of 1940. Only 1,830 


of these customers are classed as rural 


Average kilowatt-hour consumption 
during the year increased from 778 
kw.-hrs. in 1940 to 798 kw.-hrs 
1941 

The territory is served by 68 deal- 


ers who sold with the utility company, 
volume of 
of which 


in aggregate 


$1,250,000 in 


appliance 
1941 approxi- 
t was represented by power 
This aver- 
per home served $23.50 


mately 


company sales makes an 


age 
in the year. 


hase 


pur¢ 

Range saturation in the territory is 
figured at 15.5 water heater 
at .3 percent and refrigerator satura- 
tion 


percent, 


at 55 percent. Some 25 percent 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Pennsylvania Edison Company) 


yf refrigerator sales made during 1941 
represented replacements. In the case 
of ranges, the figure was only 5 per- 
cent. Department stores in the ter- 
ritory are credited with doing 30 per- 
the total business, furniture 


stores 25 percent, electrical dealers 20 


cent of 


percent, mail order houses 20 percent 
and hardware stores 5 percent. Com- 
parative appliance sales figures are 
available only on ranges, water heaters 
and refrigerators and are shown in 
the accompanying table. 

(For 1942 estimates see note page 2!) 





Steel mills along the Monongahela River in Pittsburgh at night are running full 
blast on war materials. Jones-Laughlin plant in the foreground. 


EAST NORTH CENTRAL 





EAST CENTRAL, REGION 


Holding Company Reports Program to Repair Old 


Appliances 


American Gas & Electric properties in Virginia, 
W. Va., Ohio and Indiana upped kw.-hr. use for 
790,000 domestic customers to 980 kw.-hrs. in "41 


American Gas & Electric Com- 
is a holding company serving 
a wide territory ranging from North 
Carolina through the West Virginia 
coal mining areas to Michigan. They 
serve such important towns as Lynch- 
burg and Roanoke, Va.; Kingsport, 
Tenn. ; Charleston, W. Va.; Zanesville, 
Lima, Windsor and Fostoria, O.; Mun- 
cie, Ind..—American’s “Middletown” 
—and Ft. Wayne and South Bend, Ind. 


| 


any 
i ¢ 


UNIT SALES OF ELECTRICAL 


In this far-flung territory they had 
in 1941 an estimated 790,000 domestic 
customers on their lines as compared 
to 751,036 in 1940. Of these custom- 
ers approximately 170,000 are classed 
as rural. Kilowatt-hour consumption 
rose from 933 kw.-hrs. per residence 
customers in 1940 to 980 kw.-hrs. in 
1941. 

The American Gas & Electric Com- 

(Continued on page 34) 


APPLIANCES, 1940 AND 1941 


(American Gas & Electric Company) 























1941 1940 
Company Dealers Total Company Dealers Total 
Ranges 425 50 475 400 40 440 
Water Heaters 20 20 13 13 
Refrigerators 1,400 4,800 6,200 1,040 4,500 5,540 


Traded-in appliances included in these figures. 
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1941 1940 
Company Dealers Total Company Dealers Total 
ee 12,750 13,175 25,925 9,807 10,608 20,415 
Water Heaters....... 3,250 3,150 6,400 2,379 2,375 4,154 
Refrigerators. . . 57,000 a 50,531 50,531 


Traded-in eppliences included in these figures, although very few traded-in ranges are 
re-salable. 
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ONLY 1 OUT OF 1500 






G-E Room Conditioners are avail- 

able in 34 hp. model (illustrated 

| and window-sill model, 1/2 hp., 
, smaller rooms. 


ELECTRICAL MERCHANDISING—JANUARY, 


ONLY 1 OUT OF 300 
offices is air conditioned 


Look around 
at these 
cose A Markets. 

a | 


1942 


ONLY 3 OUT OF 100 
eating and drinking places 


ONLY 1 OUT OF 100 
retail stores 
is air conditioned 





are air conditioned 


ROOM CONDITIONERS 
for cooling profits in "42 


Don’t wait until the “dog days” are here to sell G-E Room Condi. 
tioners. Get set, now, for cooling profits in 1942! And remember this 
when you turn to G-E you have a year round market, for General 
Electric products afford year ‘round comfort. 


What G-E offers your prospects 


G-E Room Conditioners introduce fresh air, circulate it, de-humidify 
it, filter it, cool it; also muffle outside noises. There are two different 
models to fit a wide variety of requirements: the floor model for year 
*round comfort and a window model providing summer air conditioning. 


What G-E offers you 
G-E advertising, promotion, sales training and planning are all part 


of the plan to help you make real profits. Get the story straight from 
G-E. Send the coupon today. 


GENERAL @ ELECTRIC 


GENERAL ELECTRIC CO., Div. 2231, Bloomfield, N. J. 


Please send me the profit story on G-E Room Conditioners. 





Address 





| 
| 
| 
| Vame 
| 
| 
| 
' 


City County. State 
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on a program of 
encouraging the reconditioning of old 
appliances as a measure 
through advertising and customer con- 
tact through their various companies. 


pany has embarked 


defense 


No record is available of the number 


of dealers or the total volume of busi- 
ness in appliances done in the terri- 
tory, but figures are shown in the 
accompanying tables for ranges, water 
heaters and refrigerators. 

(For 1942 estimates see note page 2!) 


ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(American Gas & Electric Company) 


Estimated Proportion Estimated Estimated Sales for 1942 


of Replacements 

















(1941 sales) 12/31/41 Company Dealers Total 
Ranges 5% 18.5% 7,000 7,000 14,000 
Water Heaters 4.0% 1,000 1,000 2,000 
Refrigerators. . . 25% 60 % 20,000 20,000 


ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(Ohio Public Service Company) 


Estimated Proportion Estimated 


of Replacements 


(1941 sales) 

Ranges 5% 
Water Heaters ie 
Refrigerators. . . 10% 
Washers 50% 
lroners. . . 5% 
Cleaners 50% 
Radio Sets 80% 
Air Heaters 

1.E.S. Lamps 





Estimated Sales for 1942 
Saturation 
12/31/41 Company Dealers Total 
12% 3,000 3,000 6,000 
1% 700 300 1,000 
10% 5,000 5,000 10,000 
60% 1,000 4,000 5,000 
15% 600 600 1,200 
65% 700 7,000 2,700 
98% 4,000 6,000 10,000 
3% 300 200 500 
50% 10,000 10,000 20,000 





CENTRAL ONIO 


Employees Help in Appliance Repair Drive 


97,000 


residence customers 


of the 


Ohio Public Service bought $3,880,000 


worth of 


As a defense measure, the Ohio Pub- 

lic Service Company, which serves 
1 number of cities and towns through- 
out the state and has its headquarters 
in Cleveland, Ohio, report that they 
ire endeavoring to get all their em- 
ployees to bring in appliances for re 
pair from customers contacted. No 
ther changes are bein 


merchandising plans to meet the pre 


g made in thei: 


ent emergency conditions, they report 

Ohio Public Service had 97,000 
residence customers on their lines in 
1941 as compared to 92,200 residence 


f 1940. Of these 
15,000 are classed as rural customers 
Average kilowatt-hour consumption 
increased from 1,020 kw.-hrs. in 1940 
to 1,100 kw.-hrs. in 1941 


The power company estimated the 


meters at the end 


total dollar-volume of business done 
$3,880,000—an 
iverage of $40 in appliance purchases 


per customer served. For a break 


the territory at 


lown of the company and dealer sales 

1941, 1940 
und an estimate for 1942, see the ac 
} 


% major appliances for 


' 
Nes 


ympanying ta 


There are approximately 120 deal 

‘rs serving the territory, and electrical 
, , “ir 

spec ialty dealers do a large part or the 


business, the company reports. There 
has been no change in either the nun 
ber of type of dealer serving the tet 


tory up to the present time, accord 


appliances 


during 1941 


ing to C. L. Dunn, 
manager of the utility. 

Mr. Dunn further reports that the 
domestic lighting program of the Ohio 
Public Service during 1941 was their 
best year to date, and a continuous 
aggressive program for next year is 
scheduled 


general sales 


DAYTON, 0. 


Concentrating on New Wage Earners 


102,000 domestic customers of the Dayton 
Power & Light bought $4,100,000 worth of 
appliances in '41—98 per cent from dealers 


ir epetaient in the part of one of 
the country’s important defense dis- 
tricts, the Dayton Power & Light 
Company have been attracting dealer 
attention to the wage earner as one of 
his best prospective fields of endeavor 
in major appliance selling, the utility 
reports. In addition, the power com- 





Cleveland's 52-story Terminal Tower shows through the arch of the Lorain bridge. 
The Great Lakes are an important defense center. (Cushing photo) 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Ohio Public Service Company) 


1941 1940 

Company Dealers Total Company Dealers Total 
Ranges 3,300 1,500 4,800 1,990 1,035 3,025 
Water Heaters 700 300 1,000 323 116 439 
Refrigerators 8,000 7,000 15,000 6,245 5,000 11,245 
Washers 1,200 1,200 2,400 962 3,000 3,962 
lroners 850 700 1,550 454 200 654 
Cleaners 1,900 4,000 4,900 1,427 3,000 4,427 
Radio Sets 5,000 9,000 14,000 6,093 7,500 13,593 
Air Heaters 50 1,500 1,550 38 1,025 1,063 
1.E.S. Lamps 10,000 12,000 29,000 9,143 10,000 19,143 
Lamps — 150 -watt 15,000 18,000 33,000 16,283 20,000 36,283 
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pany is making a survey to determine 
what procedure to adopt to encourage 
the reconditioning of old appliances 
on their lines, as a defense measure. 

The utility company served 102,000 
residential customers in 1941 as com- 
pared to 96,915 in 1940, and of the 
number served in 1941 25,200 were 
classed as rural customers. Kilowatt- 
hour consumption rose from 889 
kw.-hrs. in 1940 to 955 kw.-hrs. in 
1941, 

Approximately 150 dealers served 
the territory, and together with the 
utility company, they accounted for 
approximately $4,100,000 worth of do- 
mestic appliance business in 1940—an 
average purchase per home served of 
$39.33. Of this amount, $4,012,075 
was represented by dealer sales—97.9 
percent of the total. Dayton Power & 
Light sales amounted to $87,000—2.1 
per cent of the total. For details of 
the major appliance sales in the terri- 
tory for the years 1940 and 1941, to- 
gether with an estimate for 1942, see 
the accompanying tables. 

In order of their importance, dealers 
in the territory ranked as follows: (1) 
department stores, (2) electrical spe- 
cialty dealers and (3) furniture stores. 
Hardware stores and mail order 
houses were not given any rating. Up 
to the time of writing there has been 

(Continued on page 36) 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Dayton Power & Light Company) 








1941 1940 
Company Dealers Total Company Dealers Total 
Ranges ; 550 875 1,425 514 489 1,003 
Water Heaters 265 95 360 163 102 265 
Refrigerators. . . 13,350 13,350 oan § a 11,147 11,147 
Washers. 9,100 9,100 8,064 8,064 
lroners. 1,320 1,320 906 906 
Cleaners 5,550 5,550 5,190 5,190 
Radio Sets 16,175 16,175 15,750 15,750 
Air Heaters 1,550 1,550 1,800 1,800 
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ANOTHER DRAMATIC rest IN ZENITH HISTORY 


TRANS-OCEAN STANDARD and SHORT WAVE CLIP 
: For Blackouts and Power Shut-offs 
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ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(Dayton Power & Light Company) 


Estimated Proportion Estimated Estimated Sales for 1942 


of Replacements Saturation - 

(1941 sales) 12/31/41 Company Dealers Total 
Ranges 8% 600 1,050 1,650 
Water Heaters 300 125 425 
Refrigerators 30 15% 16,000 16,000 
Washers 65 62% 10,900 10,900 
lroners 10% 1,600 1,600 
Cleaners 85 80% 6,600 6,600 
Radio Sets 45 90% 19,500 19,500 
Air Heaters 1,850 1,850 


tuation a ‘redit restrictions. A survey is being 


i] made by the utility company to deter- 
rating Their volume, however, mine to what extent dealers have in- 
ise in the past few ‘reased their service departments to 

lue chiefly to installment offset this decrease in sales. 











INDIANAPOLIS, IND. 


Dealers Showing Tendency fo Diversify 


118,800 residential customers of the 
Indianapolis Power & Light increased 
annual kw.-hr. use to 1,118 in 1941 














yO _ 7 . i me . 
cae mo. . diggs gee en ae 


At Detroit's Chrysler Corporation, tanks roll off the assembly lines. This build- 
ing, five blocks long, was a corn field last September. The tanks are 32-tonners, 
among the most formidable in the world. (Wide World photo) 


DETROIT, MICH. 


Utility Quitting Promotions for Present 


657,500 domestic electric customers of the 
Detroit Edison Company increased their kw.- 
hr. consumption to 1,140 per customer in ‘41 


N Detroit, Michigan, virtual arsenal 
Edison Company reports that they are volume. 
reducing their sales force and engag- 
ing in no promotions of any type to 
meet the present emergency condi- 
tions, They report further that there 
has been a reduction in the number of 
smaller dealers in the territory and 


dealer salesmen employed due, chiefly, (For 1942 estimates see note page 21) 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Detroit Edison Company) 


1941 1940 
Company Dealers Total Company Dealers Total 
Ranges 8,800 9,800 18,600 8,390 9,063 17,453 
Water Heaters 2,300 1,060 3,360 1,334 194 1,528 
Refrigerators . 4,100 30,000 34100 ...... 20,000 20,000 
lroners. 200 800 1,000 150 500 650 
Air Heaters 470 1,500 1,970 561 1,000 1,561 


ESTIMATED SATURATION AND 1942 SALES 
(Detroit Edison Company) 





to the installment credit restrictions 
of the defense effort, the Detroit which have affected dealer sales 


Dealers in the territory, however, 
have as yet shown no marked tendency 
to increase their service departments 
and the utility have taken no steps 
up to the present to encourage recon- 
ditioning of old appliances as a defense 





part of 1941 installment [he emergency situation has had 
; 1 seri little effect on the territory as yet, as 
ease in deale sales in the far as the appliance business is con- 
However, sales of majo cerned. The number of dealers has 
’ for the year, with the ex remained about the same, but more 
’ ind IES lamps lealers are taking on furniture lines 
uses over the Dealers have not increased their serv- 
r before. The Indianapolis Power ice departments and the utility, like- 
Light ymmpany increased their wise, has taken no action in this 
ustomers f1 regard but does have definite plans 
700 in 1940 to 118.800 in 1941 under consideration, 
8,150 are 1 istome (For 1942 estimates see note page 2!) 
e annual kw consumption . 
tomers se fr 
kw 40 to 1,118 kw 
g to A. C. Crand REPLACEMENTS AND SATURATION 
rg Alt KINDIANAPOLIS POWER & LIGHT CO.) 
da \ 
rative fig are mn dealer sales Estimated Proportion Estimated 
¥ availahl of Replacements Saturation 
1. Peete <a> (1941 sales) 12/31/41 
; J randise sale Ranges 25 Units 7.8% 
ren redilab Water Heaters — 2.9% 
pieentiiee At dual “A é Refrigerators 15% 65%, 
O in a ‘ ri Washers 95%, — 
; - Cleaners 95%, — 
: : Corrica: Gea ‘ Radio Sets 80%, 
Q ane 
UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(INDIANAPOLIS POWER & LIGHT CO.) 
1941 1940 
Company Dealers Total Company Dealers Total 
Renges 1,100 1,300 2,400 1,100 1,100 2,200 
Water Heaters 650 300 950 425 200 625 
Refrigerators 1,500 — — 1,300 _ 
Washers 330 — — 240 a 
lroners 60 — 25 _ 
Cleaners 700 — — 675 — 
Radio Sets 335 _- _ 599 — 
Air Heaters 200 — —_— 142 —_ 
1.E.S. Lamps 7,000 — — 12,000 = 
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Estimated Estimated Sales for 1942 
Saturati pany Dealers Total 
12/31/41 Company Dealers Total 
Ranges 19% 5,000 15,000 20,000 
Water Heaters 1% 2,000 1,500 3,500 
Refrigerators. 60% cach Deg a 
Washers 49% 
lroners. 6% 
Cleaners 50% 
Radio Sets 92% sk ac act cs 
Air Heaters 20% 500 1,500 2,000 
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LOCAL MARKET DATA (East North Central) 





measure according to Miss Sarah 
Sheridan, vice president of the utility. 

The Detroit Edison served 657,500 
residence customers in 1941 as com- 
pared to 624,349 in 1940. Of these 
domestic customers, it is estimated 
thac 113,000 are rural. Average an- 
nual kilowatt-hour consumption rose 
from 1,094 kw.-hrs. in 1940 to 1,140 
kw.-hrs. in 1941. 

No estimate is available of the total 
volume of appliance business done in 
the territory, but the Detroit Edison 
Company reports that their own sales 
approximated $2,100,000. A_ break- 


down of major appliance sales by units 
in the territory for 1940 and 1941 are 
shown in the accompanying tables. 

There are approximately 1,500 deal- 
ers in the territory served by Detroit 
Edison Company and they rank in 
importance, from a volume standpoint, 
as follows: (1) electrical specialty 
dealers, (2) mail order houses, (3) 
department stores, (4) hardware 
stores and (5) furniture stores. 

The power 
lighting program had excellent results 
for 1941, but they report that it will 
be considerably reduced in 1942. 


company’s domestic 





JACKSON, MICH. 


Utility Cutting Down Sales, 
Promotion for Emergency 


427,125 domestic 


customers 


of the Consumers 


Power Company bought $11,842,490 worth of appli- 
ances in ‘41; upped average use to 1,305 kw.-hrs. 


HE Consumers Power Company of 

Jackson, Michigan are reducing their 
sales force, eliminating cooperative 
advertising and making other econo- 
mies to meet present emergency con- 
ditions. The company, however, is 
maintaining an ample skeleton organi- 
zation upon which to build an aggres- 
sive sales force when the war is over. 
No measures have been taken as yet to 
encourage the reconditioning of old 
appliances as a defense measure. 

Consumers Power served 427,125 
domestic meters in 1941 as compared 
to 405,671 customers in 1940. Of the 
present number of domestic customers 
108,000 are classed as rural in char- 
acter. Average annual kilowatt-hour 
consumption rose from 1,238 kw.-hrs. 
in 1940 to 1,305 kw-hrs. in 1941. 

The utility sold $2,842,490 worth of 
appliances during 1941, and although 


dollar volume in appliance sales for 
dealers in the territory is not available, 
the power company reports that the 
total would probably approximate $9,- 
000,000 which would give an aggre- 
gate appliance business for the year 
of $11,842,490. An average of $31 
was spent by customers in the terri- 
tory for appliances during the past 
year. 

There are approximately 750 dealers 
in the territory served by the lines of 
the Consumers Power Company. On 
the basis of volume of business done, 
these dealers rank in the following 
order of importance: 1) electrical deal- 
ers; 2) mail order houses, 3) depart- 
ment stores, 4) furniture stores, 5) 
hardware stores and 6) miscellaneous 
appliance outlets. There has been little 
change during the past few months 
in the number or type of dealers serv- 


A steady stream of 75-MM shells pours from the production line of a General 
Motors forge plant at Lansing, Mich. (Acme photo) 





UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Consumers Power Company) 





1941 1940 
Company Dealers Total Company Deales Total 
Ranges 4196 7,147 11,343 3,630 7,892 11,592 
Water Heaters 1,778 1,260 3,038 1,044 1,144 2,188 
Refrigerators. . . .) aie 8,883 ' 
Washers 3,420 2,392 
lroners. 1,343 968 
Cleaners 3,150 3,113 
Air Heaters ; 450 416 
1.E.S. Lamps. 10,250 10,487 


ing the territory. Dealers generally 
do not seem to have increased their 
service departments to any great ex- 
tent during the past months, and the 
utility reports that installment credit 
restrictions will probably not have a 
great affect on dealer sales volume. 


In 1941 the power company made 
4,462 surveys on domestic lighting, 
held 350 group meetings with a total 
attendance of 43,123. Domestic light- 
ing kw.-hr. increase is estimated at 
2,849 for the year. 

(For 1942 estimates see note page 21!) 


ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(Consumers Power Company) 


Estimated Proportion 


of Replacements 


(1941 sales) 

Ranges.... 15% 
Water Heaters 3% 
Refrigerators. . . 25% 
Washers 60% ° 
lroners. . 5% 
Cleaners... . 90% 
Radio Sets. . 95% 
Air Heaters aes 
1.E.S. Lamps. . 


Estimated Estimated Sales for 1942 

Saturation ——-——___---—_-- ——~ 
12/31/41 Company Dealers Total 
24% 2,155 2850 5,005 
4% 873 500 1,373 
65% AS . 

ey 1,866 

702 

1,819 

300 

6,000 





CHICAGO, ILL. 


Legitimate Dealers Will Carry on in ‘42 


Fringe opportunists expected to disappear, 


but higher unit profits, 


and repairs will 


S this is being written, no statement 

has been issued by the Common- 
wealth Edison Company, Chicago, .as 
to its merchandising plans to meet the 
war emergency conditions of 1942. 
However, a check-up of distributors 
and dealers in the Windy City brought 
forth the information that there seemed 
to be fairly ample stocks of merchan- 
dise on hand at present; that fringe 
electrical dealers will probably pass 
from the picture and that dealers gen- 
erally will expand their servicing fa- 
cilities during the coming months. 

A fairly accurate estimate of the 
sales of major appliances for the years 
1941 and 1940 are shown in the ac- 
companying table on page 38. 

It was estimated in 1941 that sales 
of mail order chains crept up to $10 
millions, drug store appliances rang 
up about $4 millions. It was common 
talk that Commonwealth Edison Com- 
pany, with war industries to consume 
its current, was taking pressure off of 
appliance sales. Dealer sales held up 
to $12 millions or better, thanks to 
higher priced units. The hardware 
stores faded somewhat, and furniture 
stores continued to sell appliances 
much as groceries sell sugar and flour. 


keep regulars 


reserve stocks 
going 


Average prices crept up, washers to 
around $60, refrigerators to $135—- 
$160, ranges to $130, radios from 
$40-$50, oil heaters $55, lamps, $6.50, 
L.E.S. lamps $10. 

As to saturation: radio today is un- 
doubtedly owned in 100 percent of the 
Windy City homes; refrigerators stand 
at over 70 percent; washers around 
50; I.E.S. lamps 75. percent; ranges 
and water heaters saturation is low. 

During 1941 the Illinois Radio and 
Appliance Dealers Association, after 
putting over a state law to stop whole- 
sale industrial selling, became inactive. 
Secretary J. G. Strader now has a 
store. The number of appliance out- 
lets, considered to be 3,000, decreased 
somewhat, and is expected to go still 
lower. 

The Chicago Lighting Institute un- 
der Carl Zersen was one organization 
which was uniformly popular and 
whose constant programs have done 
much to put over I.E.S. lighting. 

Here are expectations for 1942, as 
voiced by a number of retailing deal- 
ers: 

1. Considerable stocks in the hands 
of merchants will ease business condi- 

(Continued on page 38) 
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ESTIMATED SALES OF APPLIANCES IN CHICAGO, ILL., 1940 AND 1941 


Units Units 

1940 1941 
hi 5,500 8,100 
—. , 48,570 63,500 
Clocks 77,000* po 

k 225,000} ; 

— oe, 15,250 35,000 
Flashlights 300,000 325,000 
Heating pads 20,875 20,750 
lroners 2,600 5,000 
Lamps 1.E.S 86,670 96,700 
Other 258,350 250,000 
Mixers 19,200 21,000 
Oil Burners and Heaters 15,670 14,150 
Radios 174,000 186,300 
Ranges 4,125 5,600 
Refrigerators 110,285 112,500 
Toasters 150,000 200,000 
Waffle lrons 74,000 78,300 
Washers 39,400 51,400 
Water Heaters : 1,600 
Shavers 95,000 
225,000 


frons 


* Considered too low. 
t Reckoned too high. 


tions for the next four to six months. pected to take place. Distributors have 


2. Drug stores, dime stores, and a good idea who is who, and 3,000 has 
other purveyors of inexpensive appli- been too many outlets. 
ances expected to fade in volume, due 4. No movement is likely to recon- 
to inability to get manufacturers to dition appliances as long as merchan- 
product low priced items. dise is obtainable. Dealers, however, 
3. A “frying out” of fringe electrical are expected to go more and more 


dealers who are opportunists is ex- ) repair work 





MILWAUKEE, WIS. 
No Shortage of Merchandise Yet 


228,500 domestic customers of the Wisconsin 
Electric Power Company bought nearly 
$10,000,000 worth of appliances in ‘41 


HERE has been no apparent short- 
Milwau- 
kee area as yet but the number of deal- 


Company serves Milwaukee, a city of 
587,472 and Racine, 67,195. Its num- 
ber of residential customers rose from 


age of merchandise in the 


‘ 
day. Some 7,800 employ electric water 
heaters. There is said to be 120,500 
refrigerators in use, and about 121,- 
500 roasters. Within seven years 
131,000 I.E.S. lamps have been sold 
in the Milwaukee area. 

The number of electric dealers de- 
creased somewhat in 1941, due prin- 
cipally to abandonment of branches. It 
is expected that there will be a 20 per- 
cent decrease in the dealer roster in 
1942, but it must be remembered that 
many of these jumped into the busi- 
ness because appliances were “hot” 
and are not necessarily true dealers. 

Mail order houses lead in volume in 
greater Milwaukee, department stores 
come second, electrical dealers third, 
furniture stores fourth, hardware 
stores fifth, and the utility feels that 
it is about last. 

Quotas have been cut for 1942, and 
it is felt that there will be little new 
building in the area. There is no 
scarcity of merchandise in the district, 
partly because of hoarding, and partly 
because of far sighted distributors. 
The utility itself corraled a stock of 
water heaters for its dealers. 

Dealers have brushed up their serv- 
ice departments, particularly radio, and 
one reported he had all he could 
handle. Small appliance service will 
probably be developed next. Wiscon- 
sin Electric Power Company, while it 


has a service department, has done 
nothing toward stimulating collective 
service work and reconditioning, and 
will probably let this go to dealers. 
The feeling is that should appliances 
become scarce in 1942, parts will be, 
too. 


Dealers May Diversify 


Dealers are eager to diversify, but 
have had no guidance in this direction. 
The fact that most of them have 
hoarded merchandise puts off decisions 
in this matter. The feeling of one 
distributor was not to diversify but to 
cut his force in case of scarcity. 

One promotion which has been ex- 
tended to July, 1942 is the “10 for 1” 
plan which allows customers to use 
any amount of electricity up to twice 
as much as they did the previous year 
for only 10 percent more than paid 
the previous year for the same bill. 
This plan was begun in 1935, and the 
number of customers participating has 
risen from 77,346 in 1936 to 117,683 
in 1940. 

Thanks to a law stopping industrial 
selling at wholesale, which was put 
over by the Wisconsin Radio, Refrig- 
eration and Appliance Association, 
dealers in the Milwaukee area had a 
proportionately better year than else- 
where. 


WEST NORTH CENTRAL 





MINNEAPOLIS, MINN. 


Ten Per Cent of Dealers Go Into Servicing 


ers is on the decrease, according to a 
report from that city. The Wisconsin 
Electric Power Company has made no 
definite move yet to change its mer- 
chandising set-up or go into a cam- 
paign of appliance repair and service. 


221,750 to about 228,500 for 1941. 
Average annual kw.-hr. consumption 
leaped from 1149 for 1940 to an esti- 
1200 for 1941. The amount 
of money spent in 1941 for appliances 
ran between $7,500,000 and $10,000,- 


mate of 


349,000 domestic customers of the Northern 
States Power increased their average an- 
nual kw.-hr. consumption to 1,250 in 1941 








OOO, 
the service business and many are ex- Of 


Dealers, however, are more active in 
Milwaukee’s estimated 
228,500 domestic customers, approxi- 


greater 
panding their departments. 
The Wisconsin Power 


Electric mately 26,500 enjoy electric ranges to- 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Wisconsin Electric Power Company) 


1941 1940 1942 

Item Utility Dealers Tota! Utility Dealers Tota! Quota 
Ranges 800 3,200 4,000 785 2690 3,475 3,000 
Water Heaters 100 1,500 1,600 155 1,335 1,420 1,500 
Refrigerators 2,000 18,500 20500 1,220 15,780 17,000 
Washers 11,500 11,500 
lroners 2,000 2,000 
Cleaners 3,500 3,500 
Radios 250,000 250,000 
Air Heaters 4,000 4,000 
1.E.S. lamps 6,000 25,000 31,000 5,300 20,700 26,000 25,000 
Roasters 2,500 19,000 21,500 2,700 16,800 19,500 20,000 
PAGE 38 


N° plans have been formulated as yet 

by the Northern States Power Co., 
Minneapolis, Minn., to meet present 
emergency conditions, insofar as their 
merchandising program is concerned. 
Plans are under way, however, to en- 


courage the reconditioning of old ap- 
pliances as a defense measure, and 
they report that about 10 percent of 
the dealers in the territory have gone 
into servicing during 1941. 
(Continued on page 40) 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Northern States Power Company) 


1941 1940 

Company Dealers Total Company Dealers Total 
Ranges 3,400 4,700 8,100 3,038 3,802 6,840 
Water Heaters 2,500 2,400 4,900 1,763 1,965 3,728 
Refrigerators 5,900 36,000 41,900 4,599 30,000 34,599 
Washers 800 20,000 20,800 608 16,200 16,808 
lroners. . 260 3,000 3,260 182 2,500 2,682 
Cleaners 1,800 10,000 11,800 1,436 7,500 8,936 
Radio Sets me 80,000 aa 70,000 70,000 
Air Heaters ar Neg P< ae a 
1.E.S. Lamps 4,400 40,000 44,400 1,245 35,000 36,245 
JANUARY, 1942—ELECTRICAL MERCHANDISING 
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Here’s the Quick Cure for 


That “20% Down’ Headache! 






How to make those increased 
down payments look as easy 
as 5%...and get the profits 
you need — from fewer sales 














Another Product of 


STEWART 
WARNER 


= 

















1 


TOP fretting about that extra load the 20% 
~ down payment rule has put on your selling— 
here’s one refrigerator that makes it no load at all! 
One refrigerator that lets you show and prove that 
the down payments don’t come out of the buyer’s 
pocket anyway .. . that the refrigerator itself 
makes the payment out of savings that other re- 
frigerators can’t match! 

Because Dual-Temp—two separate refrigera- 
tors, with 2 new kinds of cold, in a single cabinet 
—now lets users buy food only once a week at 
bulk or sale prices and save up to $12 a month more 
than they could save otherwise! 


And you can prove it by demonstrating Dual- 
Temp’s exclusive Freezing Locker—the only one 
of its kind. Entirely separate. Officially approved 
by frosted food experts. And so much bigger and 
colder that you can freeze food at home, keep 50 
pounds or more of frozen foods perfectly for 


months, and actually make meat more tender! 


You can prove it by demonstrating Dual-Temp’s 
exclusive “Purified Moist Cold” compartment— 
the huge. separate upper compartment with no 
frosty freezing unit, NO DEFROSTING. Here 
Dual-Temp alone guards food against both drying 
and mold, and keeps food moist, fresh and whole- 
some without wrapping or covering. 

And remember—when you demonstrate Dual- 
Temp’s exclusive advantages, you automatically 
step up prospects $100 and more—automatically 
make the extra profit per sale you'll have to get 


now. with fewer boxes to sell. 


So put your push this year behind the only re- 
frigerator prospects can’t match down the street 
for less—the only one that answers every demand 
of refrigerator-wise replacement buyers—the only 
one with a provable story of savings that makes 
“20% down” look as easy as 5%. Get the facts now 


from your Dual-Temp distributor, or write . . . 


Stewart-Warner Corp., Refrigerator Division 
1838 Diversey Pkwy., Chicago 


eee 
! Visit Stewart-Warner Display at Chicago 


AMERICAN FURNITURE MART 
MID-WINTER SHOW 


Space 546-A January 5-17, 1942 


DUAL-TEMP 


The Only Refrigerator of Its Kind in America 
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estrictions pro per customer increased from 1,211 
out a 3 t reduction in kw.-hrs. in 1940 to 1,250 kw.-hrs. in 
ile n itter part ol 1941, 1941 
lity reports, and the inevitable No estimates are available on the 
1 ee 1 reduction of 10 total business done in the territory, 
ie numbe f dealer-sales- but comparative sales of major elec- 
employed and a 30 percent reduc trical appliances for 1941 and 1940 
the amount of appliance are given in the accompanying table. 
ilvertising dealers placed. Only 20 Of the 3,400 dealers in the territory, 
1e 3,400 deal 1 the te they rank in importance from volume 
y Northern States standpoint, as follows: (1) department 
Power Company have gone out of _ stores, (2) electrical dealers, (3) mail 
A N lern States order houses, (4) hardware stores and 
ved 349,000 domestic electric cus (5) furniture stores, 
1941 as compared to 339, Che domestic lighting program dur- 
963 in 1940. In addition, they have a ing the past year was very successful 
10,600 rural customers on and continued group and club meet- 
ks in 1941, an increase of ings are scheduled for 1942 with spe 
1.500 over the previous year cial emphasis on light conditioning. 
Annual kilowatt ur consumption 


(For 1942 estimate see note page 2!) 


ESTIMATED REPLACEMENTS AND SATURATION 
(Northern States Power Company) 


Estimated Proportion Estimated 

of Replacements Saturation 

(1941 sales) 12/31/41 

Ranges 6% 17 % 
Water Heaters 8 % 
Refrigerators 15% 68 % 
Washers 10% 80 % 
lroners 5% 15 % 
Cleaners 10% 4 &% 

Radio Sets 15% 

1.E.S. Lamps 5% 40 % 





CEDAR RAPIDS, IOWA 
Dealers Divide Business with Utility 


43,500 domestic customers of the 
lowa Electric Light & Power bought 
$979,364 worth of appliances in ‘41 


HE present war emergency and the dence customers in 1941 as against 
42,550 in 1940. In addition, the com- 
pany served 5,772 rural customers in 
1941. Average annual kilowatt-hour 
consumption for residence customers 
increased from 864 kw.-hrs. in 1940 to 
924 kw.-hrs. in 1941. Rural custom- 
ers used proportionately more current, 


makes 
to report on merchandising 
1942, according to Arthur 
Huntington of the Iowa Electric Light 


disturbed state of business 
it difficult 
plans for 
& Power Company, whose headquar 


s are at Cedar Rapids 


The company served 43,500  resi- 


Chevrolet's plant at Kansas City, Mo., is the scene of this picture where U. S. 
army trucks are in the final inspection and adjustment stage. 





UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(lowa Electric Light & Power Co.) 


1941 1940 

Company Dealers Total Company Dealers Total 
Ranges 568 191 749 451 85 536 
Water Heaters 622 40 662 440 30 410 
Refrigerators. . . 1,415 997 2,412 1,271 907 1,978 
Washers 319 1,650 1,969 276 1,760 2,036 
lroners . 226 24 250 54 10 64 
Cleaners 372 1,412 1,784 321 1,284 1,305 
Radio Sets reas *9,500 9,500 «et de ? 
Air Heaters 125 100 225 ; sialie 7 
1.E.S. Lamps. . 1,696 3,110 4,806 1,803 3,344 5,147 


* Based on a survey of 50% of dealers. 


sales amounting to $494,576, a total 
of $979,364 worth of appliance sales. 
This represents approximately $20 in 
appliance purchases by customers 
served. A breakdown of these sales 
are shown in the accompanying ta- 
bles. 


their average kilowatt-hour consump- 
tion rising from 1,128 to 1,161 in 
1941. 

Dealers about divided the total appli- 
ance business in the territory with 
the utility company—dealer 
amounting to $484,788 and 


sales 
utility 


ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(lowa Electric Light & Power Co.) 


Estimated Estimated Sales 
Estimated Replacements Saturation for 1942 
(1941 sales) 12/31/41 Total 
Ranges , 92 10.58% 100% 
Water Heaters 12 9.24% 80% 
Refrigerators 266 46.15% 40% to 50% 
Washers 250 awa 40% 
lroners. 10 40% 
Cleaners 40% 
Radio Sets 90% 
1.E.S. Lamps. . 30% to 35% 





ST. LOUIS, MO. 


Utility Helping Dealers During Emergency 


328,720 residential customers of the Union 
Electric Company increased kw.-hr. use 
to 1,118 in 1941; upped appliance sales 


ances on their lines as a defense 
measure, but are impressing upon 
existing dealer service departments the 
necessity of preparing for expected 
increases for this service, and are 
featuring the need for more service 


JHE Union Electric Company of St. 

Louis, Missouri report that, to meet 
present emergency conditions, they are 
interviewing dealers, analyzing their 
present methods and future plans and 
advising and offering guidance to 


them as an important factor in the 
electric selling organization. 

There has been a decrease in the 
number of dealers serving the terri- 
tory, they report, and specialty dealers 
are showing evidences of adding di- 
versified lines, not all electric. The 
utility company have embarked upon 
no campaign to recondition old appli- 


for more reconditioning in their con- 
sumer advertising. 

The Union’ Electric Company 
served 328,720 domestic electric meters 
in 1941 as against 314,695 in 1940. 
Of these residential customers 16,234 
were classed as rural in character. 
Average kilowatt-hour per residence 

(Continued on page 42) 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Union Electric Company of Missouri) 


1941 1940 
Company Dealers Total Company Dealers Total 
eee 1,970 5,380 7,350 1,533 3,896 5,429 
Water Heaters gales 2 Ree Re ane, og 
Refrigerators. . . 3,312 38,082 41,394 2,083 36,825 38,908 
Washers... ... ieee 812 ents 
lroners . 164 80 ae ee ae 
Cleaners 1,622 SARE ere 
Radio Sets 303 ASS 


Air Heaters. .. 521 





858 














36 
10 
18 
36 


05 


47 


in 


les 
la- 


nse 
on 
the 
ted 
are 
rice 
on- 


ers 
40. 
234 
ter. 
nce 


tal 
429 
908 


S leaders in the Electric Range industry, 
“otpoint again bears the standard of 
dependable quality by announcing a continu- 
ation of the features and manufacturing 
policies which made 1941 the greatest year 
in Electric Range history. 


In order to cooperate with our country’s 
war effort in the conservation of machine 
tools, manpower and precious materials, 
we shall, until further notice, follow the 
policy of constantly improving the line with- 
out introducing yearly models. 


Hotpoint’s plans for 1942 include a pro- 
gram to strengthen the position of Hotpoint 
and its retailers through new strategy in 
its advertising and sales promotion. This em- 
bodies novel and effective ideas keyed to the 
current conditions. Headed bya new National 
Advertising campaign reaching 25 millions of 
families with a timely appeal and supported 
by the great new movie “Sauce For The Gan- 
der,” Hotpoint retailers will find ample activ- 
ities to fortify their positions and keep sales 
rolling. Get in touch with your distributor 
today and learn the whole Hotpoint program 
for 1942. Edison General Electric Appliance 
Co., Inc., 5620 W. Taylor St., Chicago, Il. 








Hotpoint Advertising and Sales Promotion 
for 1942 Employ New Ideas 


OTPOINT’S reputation for being out in front 
with new advertising and sales promotion 
slants to fit changing conditions is typified in plans 
for 1942. A big National Campaign in magazines 
with mass coverage, timely copy themes, and, of 
course, the new “Sauce for The Gander” movie 
program patterned after Hotpoint’s sensationally 
successful “Blame It On Love” plan. 





Hotpoint Leadership Again Demonstrates Its 
Value to Retailers 











THE ARISTOCRAT, replica of Hotpoint’s Millionth Range which set the 
standard of quality for 1942 models. 





Hotpoint Features of Proved Quality for 1942 


———~ 


FLAVOR-SEAL ———— 
OVEN. Heating —*°T7- 
units in top aS mae 
well as bottom 
SELECT-A-HEAT CALROD of oven keep 
units with 5 Measured heat “i 










in bal- ; 
Heats for 1942 embody the ance”—an CX- “sag 
same quality andfeatures clusive electric 
that madeCalrodfamous. range feature. 





HOTPOINT AUTOMATIC TIMER CLOCK 
enables women to spend time in patriotic 
work outside 
the kitchen = 
without neg- = 
lecting meals. 








a 

THRIFT COOKER converts low cost meats 
and tasty economy foods into healthful, 
delicious meals. Conserves electricity, too: 














Visit Hotpoint Showrooms, 528 Furniture Mart, Chicago, January 5 to 17 
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ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 


(Union Electric Company of Missouri) 


Estimated Proportion Estimated Estimated Sales for 1942 
of Replacements Saturation 
(1941 sales) 12/31/41 Company Dealers Total 
Ranges 8.2% 10.8% 2,320 3,604 4,924 
Water Heaters 40 
Refrigerators 75.0% 87.4% 2.053 23,610 25,663 
Washers 661 
lroners 134 
Cleaners 1,395 
Radio Sets 163 
Air Heaters 443 
/7 ’y prospects to beat the effective date 
) 18 194] f the restrictions rather than the 
Da ’ ip ligher down-payment and_ shorter 
f gethe figures o1 terms which the governmental ordet 
t frig sales by dealers required. To offset this decrease in 
s 1941 and 1940, tog: business, dealers have made minor in- 
1942 are show! creases in their service and repair 
le a npa g tab icil but, in the opinion of the 
ert ip tely 1,000 dea power company, they are expected to 
the S é step up this service clement of their 
) ea ul 1 busine harply in the near future. 
' ( Che results of the domestic lighting 
tor 2 ec " ictivity ie utility in 1941 was re- 
i le 3) é tricted to demonstrations by home 
i ware t ece ervi epresentatives ind results 
( é \ uid to be fair. No change in 
ud l Pp cy 10 1942 is c yntemp!l ited 
t 1 yusiness unless conditions warrant. 
m ving don (For 1942 estimates see note page 21) 





WICHITA, KANSAS 
To Undertake Appliance Repair Program 


62,727 domestic customers of the Kansas Gas 
& Electric bought $3,321,716 worth of appli- 
ances in ‘41; upped kw.-hr. use to 896 annually 


| \ 2 K (y f 1 ( 
& | f { é ite During ig 
‘ sts ; 
es a dence customers increased to 896 k 
1942 sales pr hr. over the 1940 figure of 861 
ttempt There are 223 dealers serving 
1 In | portat 
f sta ij proport 
i bu $ inked Ws 
1) mail o louse 2) 
€ alty leale 3) epartment st 
4] é 21,716 i 4) furnitu é Hardware 
y 94 t s and m ineou yutlet 
give ra iking Sal i ma ele 
$53 trical appliances in the territory for 
is 1 ‘ 1941 as compared with 1940 are giver 
in the acc yMpanying ible as are ¢ 
il cus é timated sales for 1942 
Kat Gas & I he emergency situation has caused 
rea ym 61,553 in no material change to take place in th 
194 62,727 i1 441. About 10,000 number of dealers serving te 
UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(KANSAS GAS & ELECTRICAL COMPANY) 
1941 1940 
Company Dealers Total Company Dealers Total 
Ranges 409 546 955 251 421 672 
Water Heaters 85 75 160 85 54 139 
Refrigerators 329 9,950 10,279 239 7,066 7,305 
Washers 236 6,217 6,453 158 5.047 5,205 
Cleaners 137 3,762 3,899 83 2,687 2,770 
Radio Sets 140 14,674 14,814 12 13,052 13,064 


Traded-in appliances included in these figures 
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tory, but it is the opinion of the utility 
company that a number of the smaller 
electrical dealers will be forced out of 
business. The restrictions on install- 
ment business, it was pointed out, have 
caused temporary losses in appliance 
volume, nor has there been any en- 


deavor, to any extent on the part of 


lighting program was, in their own 
words, “very successful for 1941 with 


a large number of portable lamps sold 


and outlets modernized resulting in a 
large wattage connected increase. An 
active light conditioning program is 
contemplated for 1942”, as is the util- 
ity’s policy of working closely, turn- 


dealers to increase their service de- ing the prospects over to them and 
partments to take up the slack. assisting in all possible ways to bring 
[The power company’s domestic customer and dealer together. 
ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(KANSAS GAS & ELECTRIC COMPANY) 
Estimated 
Proportion Estimated 
of Replacement Saturation Estimated Sales* for 1942 
(1941 sales) 12/31/41 Company Dealers Total 
Ranges 5 10% 300 300 600 
Water Heater _ 8%, 70 50 120 
Refrigerators 30 70%, 200 5,800 6,000 
Washers 50 70%, 50 1,950 2,000 
lroners 50 4 os i _ 
Cleaners 80 70% 60 2,340 2,400 
Radio Sets 70 80% _— 10,000 10,000 
1.E.S. Lamps 25 a= _— _ _ 


* Based on our best judgment as to amount dealers will be able to secure and sell. 





OMAHA, NEBRASKA 


Discontinuing Promotion During Emergency 


80,100 residential customers of the Nebraska 
Power Company bought $4,375,000 worth of 
appliances in 1941; upped kw.-hr. use to 1,075 


Company, 
i } and around 
Omaha, Neb., announced that they are 


JHE Nebraska Power 

serving the territory in 
completely discontinuing promotional 
idvert the period of the emer- 
limited to the 
which 


ising tor 


cy Sales will be 


yment now available and 


used with existing facilities and 


it will not require line extensions 


pacity imcreases of any conse- 


On the other hand, 
establish 


stations 


they are plan- 
a program to dealers 


is repair service asa defense 


easure and will work closely with 
customers to aid them in keeping 
resent appliances in good operating 


condition 
The Nebraska Power Company in- 
the number of 


creased residence cus- 


tomers served from 77,700 in 1940 
to 80,100 in 1941. About 4,000 of 
hese are rural customers. Kilowatt- 
hour consumption yearly rose from 


1,038 kw.-hrs. in 1940 to 1,075 
hrs. in 1941, 


Total volume of appliance business 


kw.- 


in Omaha and surrounding territory 
amounted to $4,375,000 in 1941 of 
which the utility company sales were 
$375,000, dealers doing 91 percent of 
the the ter- 
ritory $54 in 


Fy ir Come 


business. Customers it 


bought an 
appliances during the year. 
plete on sales in the territory 
with an estimate for 1942, see 
the accompanying table. 

The 


no change in 


average of 


ngures 


together 


present emergency has caused 
the of dealers 
serving the territory. There were 231 
in 1941, who rank in importance from 
a volume standpoint as follows: 1) 
dealers, 2) mail 
furniture stores, 4) 


stores, 5) 


number 


electrical specialty 
order houses, 3) 
miscellaneous 
hardware The 
restrictions caused 
a marked decrease in major appliance 


department 
outlets and 6) 
installment 


stores. 
credit 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Nebraska Power Company) 


1941 1940 

Company Dealers Total Company Dealers Total 
Ranges 380 460 840 343 375 718 
Water Heaters 220 240 460 192 209 401 
Refrigerators 475 11,000 11,475 431 9,451 9,882 
Washers 150 6,500 6,650 111 5,568 5,679 
lroners. . . 81 1,571 1,652 130 1,679 1,809 
Cleaners 150 3,300 3,450 159 3,320 3,479 
Radio Sets . 14,700 14,700 ... 19,366 19,366 
Air Heaters 149 913 1,062 154 1,369 1,523 
1.E.S. Lamps 6,000 11,000 17,000 3,727 9,834 13,561 


Traded-in appliances included in these figures. 


JANUARY, 


1942—ELECTRICAL MERCHANDISING 
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LOCAL MARKET DATA (West North Central) 





sales, and dealers are starting now to 
increase their facilities for repairing 
and reconditioning appliances. 

In their domestic lighting program 
the company reports that 1941 showed 


a substantial increase over 1940 sales. 
In 1942 sales people and home service 
advisers still will be available to pro- 
mote better lighting conditions. 

(For 1942 estimate see note on page 2!) 


Dakota Public Service Reports 


15,000 residence customers of the 
Dakota Public Service Co. bought 
$300,000 worth of appliances in ‘41 


ESTIMATED SATURATION AND SALES 1942 
(Nebraska Power Company) 


A SEPARATE company serving an- 

other group of customers in South 
Dakota, the Dakota Public Service 
Company with headquarters at Huron, 
report that their merchandising plans 


for 1942 are substantially the same as 


those reported for the Northwestern 
Public Service Company in the pre- 
ceding report shown on the left-hand 
columns of this page. 

Dakota Public Service served 15,- 
000 residence customers and average 


kilowatt-hour consumption is now 944 
kw.-hrs. 

In their territory the company sold 
$160,000 worth of appliances in 1941, 
and dealer sales are estimated at 
$300,000—a total of $460,000 for the 
territory. This represents an average 
purchase per home served of $30. 

For a breakdown of major appliance 
sales of 1941 and 1940, see the accom- 
panying table. 

(For 1942 estimate see note on page 21!) 


Estimated Estimated Sales for 1942 

Saturation eo 

12/31/41 Company Dealers Total 
ree 8.7% 412 378 790 
Water Heaters. . . 5% 234 262 496 
Refrigerators. . . . 15% 196 5,890 6,086 
Washers... . 80% 72 4,460 4,532 
lroners. ... 4% Tere 
Cleaners. . 10% 98 2,320 2,418 
Radio Sets 110% ~ 10,744 10,744 
Air Heaters. .. 3% Ee OF ee 
1.E.S. Lamps. . 10% 5,625 9,788 15,413 





HURON, SOUTH DAKOTA 


Utility Cutting Down Sales Department 
19,821 domestic customers of the 
Northwestern Public Service bought 
$850,317 worth of appliances in 1941 


HE Northwestern Public Service 

Company, with headquarters at 
Huron, S. Dak., are cutting down their 
sales personnel for the emergency and 
urging dealers to take on allied lines, 
with special emphasis on fluorescent 
lighting. In addition, they have con- 
tacted all dealers and requested them 
to put on reconditioning campaigns on 
old appliances as a defense measure. 


of appliances in 1941. The utility sold 
$360,317 worth of appliances, giving 
a total for the territory of $850,317. 
This represents an average purchase 
per customer served of $40. Sales of 
major appliances for the territory are 
shown in the accompanying tables. 
Installment credit restrictions re- 
sulted in about a 25 percent drop in 
dealer volume during the latter part of 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Dakota Public Service Company) 





1941 1940 

Company Dealers Total Company Dealers Totat 
Ranges....... 480 170 650 245 ead 322 
Water Heaters. 110 20 130 110 ee 126 
Refrigerators. . . 520 655 1,175 522 ietes 1,138 
Washers... . 135 615 750 105 aie 772 
lroners. .... 20 28 48 13 Re 50 
Cleaners... . 100 600 700 150 750 900 
2 8 SS eee 500 1,200 1,700 800 1,600 2,400 


ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(Dakota Public Service Company) 


Estimated Sales for 1942 
Saturation —— —— 


Estimated Proportion Estimated 
of Replecements 





The company, which served a number 
of towns around southern South Da- 
kota served 19,821 residence custom- 
ers in 1941—approximately the same 
number as in 1940. Kilowatt-hour 
consumption per residence customer 
rose from 934 kw.-hrs. in 1940 to 982 
kw.-hrs. in 1941. 

There are about 100 dealers in the 
territory, and they sold $490,000 worth 


1941, and the dealers are actively go- 
ing after service business to replace 
this loss. The major portion of the 
business in the territory was done by 
the following types of dealers in order 
of their importance: 1) electrical deal- 
ers, 2) mail order houses, 3) hard- 
ware stores, 4) furniture stores, 5) 
miscellaneous outlets. 

(For 1942 estimate see note on page 21) 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Northwestern Public Service Co.) 





1941 1940 

Company Dealers Total Company Dealers Total 
Ranges. .... 550 300 850 420 280 700 
Water Heaters. 225 50 275 172 44 216 
Refrigerators. . . 800 1,400 2,200 762 1,752 2,414 
Washers... .. 120 1,080 1,200 128 1,745 1,873 
lroners...... 14 46 60 16 70 86 
Cleaners...... 200 600 800 150 800 950 
1.E.S. Lamps. . 600 1,800 2,400 1,800 1,400 3,200 


ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(Northwestern Public Service Co.) 


Estimated Sales for 1942 
Saturation ——— 


Estimated Proportion Estimated 
of Replacements 





1941 Sales 12/31/41 Company Dealers Total 
See 1% 18% 300 200 500 
Water Heaters... ms 3% 175 50 200 
Refrigerators. . . . 12% 48% 400 1,200 1,600 
Washers... ... 40% 18% 80 700 780 
lroners....... Sa ie 10 20 30 
Cleaners....... 45% 73% 75 400 475 
1.E.S. Lamps ? 18% 300 1,000 1,300 


ELECTRICAL MERCHANDISING—JANUARY, 1942 


(1941 sales) 12/31/41 Company Dealers Total 
ee 1% 22% 200 125 325 
Water Heaters. ee 31/2% 60 15 75 
Refrigerators. . . 12% 41% 250 500 750 
Washers... .. 40% 712% 100 500 600 
lroners. .... Sia Pe 15 15 30 
Cleaners........ 45% 1% 60 450 510 
1.E.S. Lamps. . ; aa 18% 250 800 1,050 


SOUTH ATLANTIC 





WASHINGTON, D. C. 


More Educational and Service Work for 1942 


187,000 residential customers of the Potomac 
Electric Power bought $13,500,000 worth of 
appliances in ‘41; upped kw.-hr. use to 1,315 


THE appliance trade’s promotional ef- 

forts in Washington, D. C., are 
centered in the Electric Institute, 
which reports that in 1942 an even 
greater effort will be made in educa- 
tion, service and repair training and 
merchandising counsel. As a defense 
measure, the Potomac Electric Power 
Company, which serves the territory, 
are coordinating existing servicing 
and repair facilities on appliances and 
are considering the establishment of a 
centralized bureau through which the 
public may be referred to reliable ser- 
vicing agencies next year. 

The Potomac Electric Power Com- 


pany served 187,000 domestic electric 


meters in 1941 as compared to 176,- 
626 in 1940. Average annual kilo- 
watt-hour consumption rose from 
1,263 kw.-hrs. in 1940 to 1;315 kw.- 
hrs. in 1941. 

The utility company does no cer- 
chandising in the territory they serve, 
but report that the dealers sold a total 
volume of appliance business of $13,- 
500,000 in 1941—an average of $72 
spent by customers per home served. 
A breakdown of dealer sales of major 
appliances is shown in the accompany- 
ing table for the years 1941 and 1940. 

There are 89 dealers serving the ter- 
ritory, ranking, from a volume stand- 

(Continued on page 45) 
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Now a war capitol, Washington, D. C., 





ae * 


* 


ae S =a 


swarms with government workers, clerks, 
captains of industry and military men. Population has jumped by leaps and 
bounds. (Cushing Photo) 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 AND ESTI- 
MATED REPLACEMENTS AND SATURATION 


(Potomac Electric Power Co.) 


1941 

Dealers 
Ranges 4,167 
Water Heaters 775 
Refrigerators. . . 29,073 
Washers 13,196 
lroners. 1,636 
Cleaners 9,738 
Radio Sets 66,771 
point, as follows: (1) department 
stores, (2) electrical dealers, (3) mail 
order houses, (4) furniture stores, 


(5) hardware stores and (6) miscel- 
laneous appliance outlets. During the 
past year there has been no change in 
the number or type of dealers serving 
the territory, but it is expected that 
present conditions will effects 
during 1942. Dealer advertising has 


show 


Estimated Proportion Estimated 
1940 of Replacements Saturation 
Dealers (1941 sales) 12/31/41 
2,482 8% 387 13.2 
459 Anes 1.06 
19,783 40 11,640 88.4 
10,010 25 3,300 59.6 
1,276 9.06 
8,058 70 6,820 54.8 
60,599 80 53,400 100.0 


shown a downward trend since June 
1941, the effect of installment credit 


restrictions on dealer sales volume, 
the Electric Institute reports. A few 
dealers have increased their service 


departments, but the feeling among 
dealers is that good men are hard to 
get and it is difficult to make money 
on repair work. The war situation 
may change this view, however. 





RALEIGH, WN. C. 


Surveying Need for Appliance Repairs 
105,344 residence customers of the 


Carolina Power & Light bought over 
$8,000,000 worth of appliances in ‘41 


HE Carolina Power & Light Com- 
pany, with headquarters at Raleigh, 
N. C. are discontinuing aggressive 
merchandising for the war period, but 
are conducting surveys through their 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 


force and are advertising the 
need for appliance repairs. 

The utility served 105,344 residence 
customers in 1941 as compared to 
97,132 customers in 1940. Of these, 


sales 


(CAROLINA POWER & LIGHT COMPANY) 


1941 1940 
Company Dealers Total Company Dcalars Total 
Ranges 269 4,867 5,136 391 4,361 4,752 
Water Heaters 297 1,685 1,982 292 1,396 1,688 
Refrigerators. . 105 14,754 14,859 154 13,897 13,981 
Washers 8 6,473 6,481 4 6,048 6,052 
Cleaners 14 2,652 2,666 10 1,953 1,963 
Radio Sets 10 37,849 37,859 1 39,504 39,505 
.E.S. Lamps. . 1,943 16,436 18,379 4274 19,013 23,987 


ELECTRICAL 


MERCHANDISING—JANUARY, 


1942 





24,418 are classed as rural. Annual 
kilowatt-hour consumption per domes- 
tic meter rose from 1,402 kw.-hrs. in 
1940 to 1,426 kw.-hrs in 1941. 

The major appliance business in the 
territory during 1941 amounted to 
$8,192,640. This business was divided 
about evenly between the Carolina 
Power & Light Company and 570 deal- 
ers operating in the territory. Appli- 
ance purchases per customer served 


averaged $45. Installment credit re- 
strictions limited dealers’ volume dur- 
ing the year, but there has been little 
change in the number or type serving 
the territory. In order of importance 
from a volume standpoint, they ranked 
as follows: 1) electrical -dealers, 2) 
furniture stores, 3) departinent stores, 
4) hardware stores and 5) mail order 
houses. 

(For 1942 estimates see note page 2!) , 


ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(CAROLINA POWER & LIGHT COMPANY) 


Estimated Proportion 
of Replacements 
(1941 sales) 
ner 10% 
Water Heaters 10% 
Refrigerators. . . 30% 
Washers. . 15% 
Cleaners 40% 
Radio Sets. 45% 
Air Heaters 30% 
1.E.S. Lamps. . 30% 


Estimated Estimated Sales for 1942* 

Saturation $= ——_—__ — — ~—__-—_ ——-— 

12/31/41 Company Dealers Total 
27.0% 125 2,000 2,125 
8.4% 120 670 790 
81.0% 50 5,800 5,850 
oo 5 2,590 2,595 
10 1,590 1,600 
26,500 26,500 
1,200 9,800 11,000 





ATLANTA, GEORGIA 


No Definite Changes in Merchandising Yet 


210,000 domestic customers of the Georgia Power 


Company bought 


over 


$10,000 worth of 


appliances in ‘412 upped kw.-hr. use to 1,527 


HE Georgia Power Company, with 

headquarters at Atlanta, Ga. have 
made no definite changes in their mer- 
chandising plans as yet to meet pres- 
ent emergency conditions. They report 
that the number of dealers in the 
territory have been reduced, and that 
installment credit restrictions have 
had an adverse affect on volume. 

The utility served 210,000 residence 
customers in 1941 as compared to 
191,825 in 1940. During the past year 
16,500 were classed as rural customers. 


Kilowatt-hour consumption per do- 


mestic meter rose from 1,527 kw.-hrs. 
in 1940 to 1,539 kw.-hrs. in 1941. 

Major appliance volume in the ter- 
ritory amounted to approximately 
$10,000,000, with dealer esti- 
mated at $6,500,000—an average appli- 
ance purchase per home of $50. This 
business was done by 225 dealers in 
the territory who ranked as follows: 
1) department stores, 2) mail order 
houses, 3) electrical dealers, 4) fur- 
niture stores, 5) hardware stores and 
6) miscellaneous outlets. 


sales 


(Continued on page 46) 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(GEORGIA POWER COMPANY) 


1941 1940 
Company Dealers Total Company Dealers Total 
Ranges ao 5,494 2,568 8,062 5,024 1,969 6,993 
Water Heaters. . 2,699 951 3,650 3,094 817 3,911 
Refrigerators. . . 9,993 19,211 29,204 8,234 16,100 24,334 
Washers. 2,200 5,000 7,200 1,421 3,500 4,921 
lroners . 245 300 545 139 100 239 
Cleaners 3,980 4,500 8,480 847 2,000 2,847 
Air Heaters 1,750 3,500 5,250 2,493 4,500 6,993 
1.E.S. Lamps. . . 18,813 15,000 33,813 22,483 15,000 37,483 


Traded-in appliances included in these figures. 








ESTIMATED REPLACEMENTS, SATURATION AND 1°42 SALES 
(GEORGIA POWER COMPANY) 


Estimated Proportion 


of Replacements 
(1941 sales) 


Ranges os 25% 
Water Heaters 10% 
Refrigerators. . . 50% 
Washers 10% 
lroners . tats 
Cleaners 10% 


Estimated Estimated Sales for 1942 
Saturation = ——_____-+-_______—~ 
12/31/41 Company Dealers Total 
24.7% 4,200 1,800 6,000 
11.9% 2,000 750 2,750 
69.7% 7,000 14,000 21,000 
40% 2,500 5,000 7,500 
. ee 300 300 600 
60% 1,800 4,500 6,300 
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Even Miami, the rich man's playground, has become an important defense center. 
These are airplane motors being assembled at the Eastern Air Lines shops. 


MIAMI, FLORIDA 
Utility Quits Merchandising to Help Dealers 


130,000 domestic electric customers of the 
Florida Power & Light bought $9,700,000 worth 
of appliances in "41; upped kw.-hr. use to 1,400 


increased to 1,400 kw.-hrs. 
territory is served by 917 deal- 
total of $9,515,000 


le hgure 
inv, \\ se i uarters are at lhe 
company ers who did a 


repairs in 


worth of appliance business in 1941, 


2 f July 1, 1941 The company sold $185,000 in appli- 
Be the remaining ances giving a total for the territory 
6 stores whi ere still merchandis of $9,700,000—an average purchase 
ing ll d e. From now on, per home served of $75.59 in appli- 
the iny re nain objec ances. 

» assist dealers to remain he dealers in the territory, from 
economically strong during the emer the standpoint of volume of business 
gency Residential salesmen of the done, rank in the following order: 1) 
utility company will engage in a cus electrical specialty dealers, 2) mail 

to stimulate rder houses, 3) department stores and 
1 defense measure. stores. Installment credit 


4) turniture 


| progra vill be backed up by _ restrictions had an adverse affect on 


generous a ind sales promo dealer volume in the months of Octo- 
tion to encourage customers to have ber and November, the company re- 
dealers recondition their appliance ports, and to offset sales losses the 

The Florida Power & Light Com utility have recommended and stressed 
pany 1 129,982 residence « dealers that they increase their 

n 1941 as against 116.878 in service departments. There has been 
1940. Approximately 2,00 f these little change in either the number or 
customers are classed as rural. Kilo- type of dealer serving the territory. 
watt-hour consumption per customer Good results were obtained in the 
f 4 is 1,381 kw.-hrs. and in 1941 domestic lighting program in 1941, 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(FLORIDA POWER & LIGHT COMPANY) 


1941 1940 
Company Dealers Total Company Dealers Total 
Ranges 350 7,196 8,146 760 6,907 7,667 
Water Heaters 175 3,497 3,672 387 2,865 3,252 
Refrigerators 300 20,580 20,880 465 19,327 19,792 
Washers 160 5,067 5,227 161 4,097 4,258 
lroners 25 600 625 16 724 740 
Cleaners 150 3,015 3,165 273 2,935 3,208 
Radio Sets 200 47,508 47,708 280 41,686 41,966 
Air Heaters 6,250 6,250 16 8,687 8,703 
1.E.S. Lamps 1,000 70,426 71,426 1,619 54006 55,625 


Traded-in appliances included in these figures. 
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ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(FLORIDA POWER & LIGHT COMPANY) 


Estimated Proportion Estimated Estimated Sales 

of Replacements Saturation for 1942 

(1941 sales) 12/31/41 Dealers 

Ranges..... 25% 29% 4,600 
Water Heaters 20% 18% 1,950 
Refrigerators. . . 25% 712% 11,875 
Washers........ 30% 25% 2,550 
lroners. 5% 5% 450 
Cleaners 30% 35% 1,950 
Radio Sets 60% 100% 25,200 
Air Heaters ia 25% 3,040 
1.E.S. Lamps. . 15% 100% 33,350 


These saturation figures are based on there being more radios and |.E.S. lamps in use 
than total number of residential and farm customers served by our company. 








TAMPA, FLA. 


Credit Restrictions Affected Sales 


But 41,700 residential customers of the 
Tampa Electric bought $950,000 worth of appli- 
ances in 1941; upped consumption to 900 kw.-hrs. 


NSTALLMENT credit restrictions 

affected dealer sales in 1941 approxi- 
mately 50%, according to records of 
the Tampa Electric Company at 
Tampa, Florida. The total volume for 
the year, however, both for company 
and dealer sales, showed marked in- 
creases. The emergency situation has 
made no change in the number of 
dealers operating or their type, these 
numbering 30 in the territory in the 
following order of importance,—de- 
partment stores, electrical dealers, 
hardware stores and furniture stores. 

The utility company served 41,700 
domestic meters in 1941 as compared 
to 40,047 in 1940. Of these 1,780 are 


farm customers. Kw.-hr. consumption 
per residence meter jumped from 830 
kw.-hrs. in 1940 to 900 kw.-hrs. in 
1941. 

Total sales of electrical appliances 
in the territory both by company and 
dealers given below in the table 
amounted to $950,000 for the territory 
of which $450,000 represented com- 
pany sales and $500,000 dealer sales. 

The refrigerator saturation now 
stands at 51% in the territory, and in 
1941 19.5% of refrigerator sales were 
replacements. Range saturation is at 
21% with 12.5% of ’41 sales estimated 
as replacements. 

(For 1942 estimates see note page 2!) 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(TAMPA ELECTRIC COMPANY) 


1941 

Company Dealers 
Ranges 1,230 585 
Water Heaters 500 100 
Refrigerators 1,350 2,160 
Washers 45 — 
lroners 5 — 
Cleaners 25 — 
Air Heaters 75 — 
1.E.S. Lamps 175 as 


1940 

Total Company Dealers Total 
1,815 1,188 299 1,487 
600 525 46 571 
3,510 1,227 1,632 1,859 
aie 4\ ats a 
—_ 2 — _ 

— 231 _— _ 
a 345 os —- 





ST. PETERSBURG, FLA. 


Dealers Adding Other Lines of Products 


33,500 domestic electric customers of the Florida 
Power Corporation bought $1,280,000 worth of 


appliances in ‘41; 


AJOR appliance dealers in the ter- 
ritory served by the Florida Power 
Corporation in St. 
are adding lines of allied and non- 
allied products and putting repair 
service on a par with other merchan- 


Petersburg, Fla., 


dising activities, it is reported by the’ 


utility company. Their own merchan- 
dising plans call for more activity be- 
ing placed on small customers, as well 
as the present ones on the lines. 

The utility company served 33,500 


JANUARY, 


upped kw.-hr. use to 1,240 


residence customers in 1941 as com- 
pared to 31,658 in 1940. Of these, 
1,275 are rural customers. Average 
kilowatt-hour consumption increased 
from 1,196 kw.-hrs. in 1940 to 1,240 
kw.-hrs. in 1941, 

The St. Petersburg area is served 
by 50 appliance dealers who sold, to- 
gether with the utility company, a 
total of $1,280,000 worth of appliances 
in 1941—an average purchase per 

(Continued on page 49) 
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UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 pany served 95,443 residence custom- partment stores, (3) furniture stores, 
(Florida Power Corporation) ers by October 31, 1941 as compared (4) mail order houses, (5) hardware 
1941 1940 to 91,050 customers by December 31, stores and (6) miscellaneous outlets. 
es : “ Sewers << 1940. Of the present number of cus- The utility company reports that to 
Company Dealers Total Company Dealers Total tomers 17,600 are classified as rural. date they have taken no measures to 
Ranges... 100 950 1,050 294 1,040 1,335 In addition, they report that the actual encourage the reconditioning of old 
Water Heaters 125 900 =: 1,095 450 1,010 1,460 average kilowatt-hour consumption appliances on their lines nor have they 
Refrigerators. . . . 85 3,115 3,200 114 3,075 3,189 for residence customers, for the 12 made any change in their merchandis- 
Washers 885 885 811 811 month period ended October 31, 1941 ing plans to meet the present situation. 
lroners. . 85 2 i aa 54 54 is 931 as compared to 892 at the end They report, on the other hand, that 
Cleaners... . 450 450 PoRN ens of 1940. all efforts are being directed toward 
Radio Sets... 3,800 3,800. 3,500 3,500 The utility company does not mer- -nse work : “se r 
1.E.S. Lamps. . . 750 1,600 2,350 1,000 922 1,922 Dirge ts, pany does mer defense work at present, and that no 
chandise in the Louisville territory plans have been made for a domestic 
home served of $40. Of these dealers, Power Corporation are soliciting the and ye apee-sseq ye rac ot = lighting program for 1942. ; " 
= electrical specialty dealers are rated repair and reconditioning: of old ap- ers ie — ne SOtes VeruIne © lhe details of dealer sales for 1941 
= i . : : 2 yusiness done by them is not available and 1940 in the territory, as well as 
first in order of volume of business, pliances on the lines through their het fee endian af imeiies Seana ZA f “te ae . 942 
—_— mail order houses second, hardware home service department and _ their portance, trom the the estimated sales by dealers for 1942 


stores third, furniture stores fourth 
and miscellaneous outlets fifth. 

Sales of appliances by units, by both 
company and dealers, for 1941 as com- 
pared to 1940, together with estimated 
sales for 1942, are given in the ac- 
companying tables. 


appliance service department through 
newspaper advertising, contact with 
dealers and public meetings. 
Domestic lighting business is meet- 
ing expectations generally and in 1942 
due for special promotion to offset a 
loss of major appliance business. 





volume standpoint they rank as _fol- 
lows: (1) electrical dealers, (2) de- 


are shown in the accompanying tables. 
(For 1942 estimates see note page 2!) 





. % tense -asure *loridi i 
A 1 defense measure, Florida (For 1942 estimates see note page 2!) KNOXVILLE, TENN. 
. ESTIMATED SALES FOR 1942 Sait 
tion 
_ ieshda Pedder Conpocctiond 1942 Calls For Dealer Sales Training 
. in 1948 : : : 
; ~ ° or 34,625 residential customers on lines of Power 
ompany Dealers ° 
nces aie 100 1,000 1,100 & Water Board bought $2,200,000 in ap- 
and Water Heaters 125 900 1,025 pliances during ‘41; upped kw.hr. use to 1,640. 
able Refrigerators... 3,500 3,500 
tory Washers 900 900 
om- lroners. . 100 100 T Knoxville, Tennessee an attempt sumption in the area served by the 
les. Cleaners... 500 500 is being made by the Knoxville Power Board is relatively high reach- 
now Radio Sets 3,500 3,500 Electric Power & Water Board to ing 1,640 kw.-hrs. in 1941 as against 
id in 1.E.S. Lamps. 1,000 1,500 2,500 assist dealers in training salesmen to 1,521 kw.-hrs. in 1940, 
were become better salesmen of equipment, The Power Board of course does no 
s at other than refrigerators, as an effort merchandising and dealers in the ter- 
ated to meet emergency conditions in 1942. _ ritory accounted for all the sales which, 
The Board reports that there has been in total volume for domestic appli- 
21) EAST SOUTH CENTRAL no changes yet in the number of deal- ances, reached $2,200,000 during the 
ers serving the territory, but they year—an average of $63 per customer 
anticipate that the number of the served. These dealers, on the basis of 
smaller dealers will be forced to shut volume of buiness done, rank as fol- 
up shop after another year. There lows: 1) department and furniture 
LOUISVILLE KENTUCKY has been, however, a tendency to cut stores, 2) electrical dealers and hard- 
Total : down the number of dealer salesmen ware stores and 3) miscellaneous out- 
S71 Smaller Dealer Being Forced Out of Business — “loved. Dealer advertising on the _ lets. rw 
1.859 — hand has remained ee ~— —a gee program - 
° ° instalment restrictions, while aftect- the ower oard, cooperating with 
a 95,443 domestic electric customers of the ing dealer volume, is generally laid to local dealers, was not ae extensive in 
oa Louisville Gas & ‘Electric upped kw.-hr. use the fact that salesmen have been selling 1941 and it is anticipated that the vol- 
- to 931 in 1941; bought from 200 dealers down payments rather than equipment. ume of lighting business done in the 
om The Knoxville Electric Power & coming year will be at least double the 
—_—— HAT the small electrical dealers are and that, since installment credit re- Water Board, one of the important past year’s figures. 


being forced out of business, due to 
the present emergency conditions, is 
the considered opinion of the Louis- 
ville Gas & Electric Company at 
Louisville, Ky. They report that 
dealer advertising during the past few 
months of the emergency has shown a 
definite decrease; that the number of 
salesmen employed by dealers is fewer 


strictions went into effect, dealer sales 
volume has been curtailed by approxi- 
mately 50%. To make up for this loss, 
the utility is of the opinion that deal- 
ers have not increased their service 
departments to any great extent, al- 
though there is some activity on this 
score. 

The Louisville Gas & Electric Com- 


municipalities in the T.V.A. power- 
producing area had 34,625 residential 
electric meters to the of 1941 as com- 
pared to 32,174 customers the end of 
1940. About 5,110 of these live in 
rural areas. Average kw.-hr. con- 


Sales of electrical appliances by deal- 
ers in the territory, together with esti- 
mated sales of 1942 are shown in the 
accompanying tables. 

(For 1942 estimates see note page 21) 

(Continued on page 50) 


UNIT SALES OF ELECTRICAL APPLIANCES, 1941, 1940 AND ESTIMATED 
1942 


(Knoxville Electric Power & Water Board) 


com- UNIT SALES OF ELECTRICAL APPLIANCES, 1940, 1941 AND 1942 SALES 
these, ESTIMATE 1941 1940 Estimated Sales for 1942 
one (Louisville Gas & Electric Co.) Gutes Desiese Gentew 
paanee Ranges...... 2,600 2,302 2,800 
1,240 Estimated Proportion Estimated Sales © Water Heaters 1,330 848 1,500 
1941 1940 of Replacements for 1942 Refrigerators... . 4,630 4,240 2,500 
erved Dealers Dealers (1941 sales) Dealers Weshers..... 3,340 3,018 3,000 
d, to- Ranges...... 175 133 5% 200 lroners...... 130 102 100 
nv, a Water Heaters 54 37 - 60 Cleaners... 900 1,570 750 
iaene Refrigerators. . . . 13,921 9,500 20% 8,000 Radio Sets 8,100 8,530 7,000 
“ Washers 7,200 ade 35% 5,000 PI os onc ccs veces 1,500 896 1,750 
a lroners......... . 600 480 ap 700 1.E.S. Lamps .. . 8,650 8,292 9,000 
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CHATTANOOGA, TENN. 
Appliance Repair Being Advertised 


38,000 domestic electric customers of the Electric 
Power Board bought $2,611,000 worth of appliances 
in "41; upped kw.-hr. use to 2,150 per customer 


ee! DIT installment restrictions and the end of 1940. Of these 6,580 ar: 
. luced d classed as rural customers. As is the 


ealer sal S vol- 


ely 50% in the latter general case throughout this T.V.A 

1941 and has resulted in about power areas, the average annual kw 
advertising dur- hr. consumption for residence custo 

( according to re mers is comparatively high. In 1941, 

| c Power Board of for instance, the figure for the 

tanooga. Tennessee. Onthe other Chattanooga area was 2,150 kw.-hrs 
been no change in the per customer as compared to 1,991 

tuation as regards the num-_ kw.-hrs. for 1940. 

le erving the terri- Independent dealers did all the met 

‘ pany’s merchandis- chandising in the Chattanooga area 

ul t eet emergency condi- There are 34 of. them and in 1941 they 
accounted for an aggregate volume 

Pow ire encouraging of domestic appliance business in the 

li the old appliances territory of $2,611,000, which repre- 

( wuugh adver- sents an average purchase per home 

public but have no spe served of $68. In the order of thei 
¢ campaign or promotion plan. mportance from the volume stand-° 
Serving the T.V.A. territory of point, these dealers rank in the follow- 

( ittanoog Tennessee, the Electric ing order: 1) electrical dealers, 2) 
ver Board, which took over the furniture stores, 3) department stores 

facilitie I the rormer iv nnessee in 1 4) hardw ire stores. 
| P { inv, has had an Data on major appliance sales for 
ited 38,000 domestic electric cus- 


the years 1940 and 1941 may be com- 


j 1 


1940 = pared in the 


35.819 customers 


: I] 
accompanving tabie 


at (For 1942 estimates see note page 21!) 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 


(Electric Power Board of Chattanooga, Tenn.) 





1941 1940 
Dealers Total Dealers Total 
Ranges 3,350 $424,000 3,220 $372,144 
Water Heaters 1,250 83,750 1,113 80,989 
Refrigerators 7,450 1,140,000 6,074 855,214 
Washers 3,610 258,235 3,472 240,201 
lroners 151 12,705 176 14,205 
Cleaners 1,115 67,553 937 58,090 
Radio Sets 8,710 276,653 9,911 312,108 
Air Heaters 420 17,465 319 16,220 





BIRMINGHAM, ALA. 
Utility To Promote Dealer Sales in ‘42 
73,800 residential customers bought $4,772,000 


worth of appliances in '41—98 per cent from 
dealers; appliance repair program on ‘42 schedule 


| f i I i Ss 
Bb { 1 be | 
cA { { 
\\ l a in i 
4? ‘ 
Ele erved 73,89 
194] 
conditio according to 1 compared » 69,102 customer ] 
Knox, sales pt tion and ad 1940 Phe ire all urban customers. 
\verage kw.-hr. consumption per resi 
dence meter rose from 932 kw-hrs, in 
‘ 1 ‘ 1940 to 985 kw.-hrs. in 1941. 
reconditioning here are 180 dealers serving these 
l pliances during customers in Birmingham and _ sur- 
e I t the com- rounding territory, together with the 
ul Pp mote the sal yf small volume of business done by the 
appliance through dealers, Birmingham Electric, there was a 
PAGE 50 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(Birmingham Electric Company) 


1941 1940 
Company Dealers Total Company Dealers Total 
Ranges... 120 1,396 1,516 231 930 1,161 
Water Heaters 106 225 331 101 166 267 
Refrigerators 8 10,498 10,506 13 7,899 7,912 
Washers 5,319 5,319 6 3,782 3,788 
lroners. . 225 225 — 144 144 
Cleaners 1,943 1,943 1 1,650 1,651 
Radio Sets 27,716 27,716 23,867 23,867 
Air Heaters 300 2,200 2,500 300 1,998 2,298 
1.E.S. Lamps. . 1,896 17,000 18,896 1,841 15,025 16,866 


total appliance volume in the territory 
unounting to $4,772,000 in 1941 which 
imounts to an average of $69.07 in 


stallment credit restrictions have ma- 
terially retarded sales in the territory 
during the past few months, and sev- 
eral dealers are increasing their serv- 
ice departments as a natural means 
of offsetting the loss of sales volume. 

Sales of appliances by units in the 
territory, together with information on 
replacements, saturation and the esti- 
mated business for 1942 are shown in 
the two accompanying tables. 


appliance sales per home served. 
lhere has been no perceptible change 
n the number or type of dealers serv- 
ing the territory in the past year. On 
the other hand, there has been definite 
cutting down in evidence among dealer 
salesmen employed, and the amount of 
advertising down by dealers shows a 
marked decrease, Mr. Knox said. In- (For 1942 estimates see note page 2!) 


ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(Birmingham Electric Company) 








Estimated Proportion Estimated Estimated Sales for 1942 
of Replacements Saturation — — = 
(1941 sales) 12/31/41 Company Dealers Total 

Ranges. . 5% 8.2% 900 900 
Water Heaters 1.4% 275 275 
Refrigerators. 30% 715% 6,500 6,500 
Washers... . 10% 36.4% 3,500 3,500 
lroners. . . 2.4% 150 150 
Cleaners... . 40% 30% 2,000 2,000 
Radio Sets. . 85% 95% . 15,000 15,000 
Air Heaters 20% 21% 200 2,000 2,200 
1.E.S. Lamps 30% ° 24% 2,000 18,600 20,600 


* Base on potential of 5 lamps per home. 





ARKANSAS 
Utility Quitting All Selling for Emergency 


69,700 residential customers of the 
Arkansas Power & Light bought $6,000,000 
worth of appliances from dealers in ‘41 


As of December 31, 1941, the Ark- the emergency, the company reports. 

ansas Power & Light Company, In addition, plans are now being 
with headquarters at Pine Bluff, Ark., formed to encourage the recondition- 
liscontinued traffic appliance sales on ing of old appliances on the lines. The 


ill sales floors except Little Rock, company served 69,700 residence cus- 
Pine Bluff and El Dorado. By March tomers in 1941 as compared to 64,862 
15 traffic appliance sales will be in 1940. Approximately 12,000 of 


topped in all stores for the period of (For 1942 estimates see note page 2!) 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940, 1941 AND ESTIMATED 


1942 SALES 
(Arkansas Power & Light Company) 

1941 1940 Estimated 1942 Sales 

Dealers Dealers Dealers 
Ranges... 631 456 280 
Water Heaters 144 110 63 
Refrigerators. . 15,230 10,294 8,675 
Washers... 6,978 3,873 6,987 
lroners..... ; ; 600 390 300 
Cleaners... . 300 2,063 1,675 
Radio Sets. . 30,300 24,105 14,450 
1.E.S. Lamps. . 23,482 23,906 13,300 
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_- LOCAL MARKET DATA (West South Central) 
these customers are classed as rural. In order of importance, from a vol- 
Kilowatt-hour consumption per resi- ume standpoint, dealers rank as fol- 
dence meter rose from 767 kw.-hrs. in lows: 1) electrical specialty dealers, 
, 1940 to 806 kw.-hrs. in 1941. 2) furniture stores, 3) hardware 
otal There are 820 dealers serving the stores, 4) department stores, 5) mail 
161 territory and they accounted for $6,- order houses and 6) miscellaneous 
267 000,000 worth of appliance sales in appliance outlets. Credit restrictions 
912 1941—an average purchase per cus- caused a temporary letup in sales 
|, 788 tomer served of $80. As the utility volume, the company reports, but busi- 
144 does not sell any major appliances in ness is now picking up again. About 
4 the territory, these sales were all made 10 percent of the dealers have in- 
’ by dealers. A breakdown is shown in creased their service departments. 
298 4 ‘ 
866 the accompanying tables. (For 1942 estimates see note page 2!) 
ma- 
itory 
sev- 
al NEW ORLEANS, LA. 
eans 4 . * 
wei Certified Appliance Repairs 
: . . 
1e 
t Stimulate Dealer Business 
non 
esti- 628 independant dealers sold $4,550,000 worth 
n in ‘ : 
of appliances to 100,200 domestic customers 
1) of the New Orleans Public Service in 1941 
RACTICALLY all merchandising erally thought to be as a result of in- 
of electrical appliances in New Or- | stallment restriction. 
leans will be done by independent deal- The number of domestic electric Housing for defense workers is one of the big problems. The government has 
2 ers in 1942, according to S. L. customers served by New Orleans tackled it on a big scale, private industry is also on the move. "Trailer cities” 
tal Drumm, general sales manager of the Public Service, Inc. increased from will give way to compact dwelling units. (Keystone photo) 
900 New Orleans Public Service Com- 96,780 in 1940 to 100,200 in 1941. 
any. By establishing what are known’ There are no rural customers included HOUSTON TEXAS 
oe as Certified Appli Repair SI in this fi Kw] ti 
500 as Certified Appliance Repair Shops, in this figure. w.hr. consumption —_ on — 
500 advertised and promoted by the utility per residence customer likewise Utility Quitting Merchandising for Emergency 
150 through all the customary means, it is showed an increase from 689 kw.hr. 
000 anticipated that dealer sales will be in 1940 to 746 kw.hr. in _, 144,952 domestic customers of Houston Light- 
},000 increased by the creation of additional The territory is served by 628 deal- : P 
on floor traffic. This program is further ers who did 93% of the appliance ing & Power bought $6,900,000 worth of appli 
‘ 


SAS 


being stimulated by creating many of 
the certified dealers in the territory as 
utility company Pay Stations where 
gas and electric service bills may be 
paid by the customers. 

The present emergency has not af- 
fected either the number or the type 
of dealer doing business in the terri- 
tory, in Mr. Drumm’s opinion, nor has 
the number of dealer salesmen em- 
ployed decreased nor the volume of 
dealer advertising. Since the month 
of October sales volume by dealers 
showed a decrease, but this is not gen- 


volume in the territory in 1941 which 
amounted to $4,550,000 worth of elec- 
trical appliance business. In the order 
of their importance these dealers rank 
as follows in total volume of business 
done: 1) department stores, 2) furni- 
ture stores, 3) electrical specialty 
dealers, 4) hardware stores, 5) mis- 
cellaneous and 6) mail order houses. 

For a comparison of electrical ap- 
pliance sales by units in the territory 
and estimated sales for 1942 see the 
accompanying tables, 

(For 1942 estimate see note page 21) 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
(NEW ORLEANS PUBLIC SERVICE, INC.) 


ances in ‘41 


OR the period of the emergency 
the Houston Lighting & Power 
Company at Houston, Texas, are dis- 
continuing the sale of major appli- 
ances and limiting small appliance 
terms to a maximum of three months. 
This is being done, according to J. F. 
Estill, Jr., superintendent of sales pro- 
motion and research for the utility, 
to insure a maximum of appliance 
sales through independent dealer 
channels. 
Dealers are beginning to expand 
their service activities, have reduced 
their advertising about 75% and their 
number of salesmen by about 30%. 


. - « Dealers expanding service 


of which 14,000 are rural customers. 
The average annual kw.hr. consump- 
tion increased from 889 kw.hr. in 1940 
to 922 kw.hr. in 1941, 

There are about 350 dealers in the 
territory who sold $6,900,000 worth of 
electrical appliances in 1941—an aver- 
age purchase home in the territory of 
$50. Dealer sales amounted to ap- 
proximately 93% of the total business 
done in the area. In order of volume 
of business done electrical specialty 
dealers rank first, mail order houses 
stores third, hard- 
ware stores fourth, department stores 
fifth and miscellaneous outlets sixth. 


second, furniture 


orts. 1941 1940 This is directly due to about 50% There has been a reduction of about 
eing Company Dealers Total Company Dealers Total decrease in dealer sales volume which 10% of the number of dealers in the 
tion- Refrigerators 800 9,800 10,600 1,062 8,531 9.593 came about through restricted credit territory—chiefly among specialty ap- 
The Washers 350 7,800 8,150 394 5,769 oe wae nro Aen 
. lroners 85 100 185 35 él 96 TY , mtd Re asl : T | ¢ a, os P —_— 
cus- ; [he company’s number of domestic [The sales of electrical appliances 
+862 Glooners - pod oe sad pon 1,047 customers increased from 132,937 in by units in the territory and the esti- 
“ger Radio Sets — 40,000 40,000 a 45,621 al eek on ok ch tents ta ee P lierali eng. thay A 
ot .E.S. Lamps 3,500 10,000 13,500 4,183 10,727 agig = f7NY 0 am cotmmnter oe im OOS OF PF oe 
4 
i UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 
ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
TED (HOUSTON LIGHTING & POWER COMPANY) 
(NEW ORLEANS PUBLIC SERVICE, INC.) 1941 1940 
Estimated Company Dealers Total Company Dealers Total 
| Proportion Estimated Ranges 30 60 90 17 50 67 
_— of Replacements Saturation Estimated Sales for 1942 Water Heaters 2 2 4 = as -_ 
} (1941 sales) 12/31/41 Company Dealers Total — Refrigerators 1,075 17,630 18,705 1,730 18,850 20,580 
Refrigerators 5% 51% 300 4,900 5,200 Washers 40 10,000 10,040 25 10,205 10,230 
Washers 10% 38% 150 3,500 3,650 lroners 3 447 450 — 425 425 
lroners — 1% 30 125 155 Cleaners 350 4,550 4,900 480 4,840 5,320 
Cleaners 30% 15% 35 370 405 Radio Sets 15 28,500 28,515 — 33,025 33,025 
Radio Sets 75% wy,* a 18,700 18,700 Air Heaters* — 360 360 -~ 320 320 
1.E.S. Lamps 30% 50%,* 2,000 7,200 9,200 _—*'|.E.S. Lamps 4,300 14,000 18,300 4,625 16,440 21,065 
* %, of homes with one or more appliances. * Heating Plants. 
NG ELECTRICAL MERCHANDISING—JANUARY, 1942 PAGE 51 











0 prion 


Westinghouse engineers are everlast- 


ingly solving intricate product prob- 














HAlems. Quality’ standards and efficient 
; performance always require conscien- 
ious effort. It starts at the designing 
M Board. And follows through from rigid 


Ssting to final approval. In normal 








es these are normal problems. 

t these are not normal times, 
_imewecall for super efforts concentrated 
BP Defense requirements first—then 
re appliances. As for Defense, West- 
inghouse is co-operating to the full. 
Every one of our company’s 26 manu- 
facturing divisions is working on war 
materials; most of them on a three- 
shift basis. 

A Square Deal For Every Dealer 





In addition Westinghouse continues 


As you know, the production of war require- to produce better electric appliances. 
ments has necessitated a sharp curtailment of _— E 
appliance manufacturing. So in fairness to Although these are now limited in 


everyone an allotment system becomes neces- quantity they are not limited in qual- 
sary. In this we pledge a square deal to every 


dealer. Order through your distributor. He will ity. The new 1942 lines are worthy of 
allot your share of products—as many as the 7 
emergency production schedules permit. the Westinghouse name. 





estinghouse 














ON CREATIVE ENGINEERING! 


For ’42—two brilliant examplésof creative engineering — bygWestinghouse 


THE REGENT 


A top model Range for ’42, with 
the new ultra-modern fluorescent 
platform lighting.. Two Single-Set 
Switches for automatic surface cook- 
ing. Economical 5-Speed Corox 
Units. Two True-Temp Ovens, each 
complete with two Speed Heaters, 
Balanced Heat and Single Dial 
Control. 


THE DOLLY MADISON “7” 


Brilliantly new big 7 cubic foot refrigerator. 
Color-styled in Turquoise Blue. Food-keep- 
ing equipment includes Frozen Storage, 
Meat-Keeper, Ovenware Dishes, Dual Crisp- 
ers, new All-Purpose Storage Bin, and ex- 
clusive Wide-Range True-Temp Control. 


WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY, MERCHANDISING DIVISION MANSFIELD, OHIO 
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kinds of 
be sold in 1942 


haAllips 


ind lighting 


the utility encourages deal- 

rs to establish service departments 

The domestic lighting progran 
itility resulted in the sale of ap- 
xximately 60,000 study lamps, floor 
lamps, pin-it-on lamps, conversion 
units and table lamps. It is expected 
that about 50,000 of these different 


ESTIMATED REPLACEMENTS, SATURATION AND 1942 SALES 
(HOUSTON LIGHTING & POWER COMPANY) 


Estimated 
Proportion Estimated 
of Replacements Saturation Estimated Sales 
(1941 sales) 12/31/41 Company Dealer 
Ranges = — 25 
Refrigerators 33'A% 70%, — 9,000 
Washers 25/e 30% — 5,500 
lroners — a 250 
Cleaners 50% 30% — 4,750 
Radio Sets 75% 95% _— 17,000 
Air Heaters* — -- 300 
1.E.S. Lamps 33'4% 30%, 4,500 12,330 


* Heating Plants 


for 1942 
s Tota! 


25 
9,000 
5,500 

250 
4,750 
17,009 
300 
16,830 





EL PAS 


Business Up 30 Per Cent Over 1940 


27,700 residential customers of the El Paso 
Electric bought $800,000 worth of ap- 
pliances in ‘41; upped kw.-hr use to 1,285 


B' SINESS conditions in the EI Paso 
territory during 1941 | 


| vere about 30 
cent above 940 figures ind 
rosp vy W flec 1 oe 
t t ¥ ' > = I 

, 
Va CLEC ce Lit 
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I | Pa Elec , iny ¢ 
3? FOO el 27 700 
] HOI f re 

\ l 1 number 
é il « vel 1940 
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home appliances were Dé 
licty 


\bout $800,000 worth 


rict during the year, 


electrical equipment 


0, TEXAS 


of electrical 


mught in this 
or $20 spent 
pet h me 


nit sales for the year show a sub- 
stantial increase over 1940 figures 

The ec mpany reports an ictive ye i! 

the lighting field, with many 1 
ved installations. Special emphasis 
» be placed on lighting during 1942 
7 n ce crease 11 juota bdeing 
the commercial depa tment and 
2 pet ent increase in dot tic light 
9 | evaporative cooler business 
I to expand During 1941 





this giant airplane assembly plant is practically com- 
It is windowless, air-conditioned and comprises 2,000,000 sq. ft. of floor 


UNIT SALES OF ELECTRIC 


1941 
Ranges 590 
Water Heaters 470 
Refrigerators 2,500 
Washers 475 
lroners 50 
Cleaners 550 
Radio Sets 2,150 
Air Heaters 175 
1.E.S. Lamps 4,250 
1,230 home installations were reported 
ind 410 commercial installations. Two 
air conditioning jobs involving re- 
frigeration were made in the commer- 


cial field. 

i 4 ver cent reduction in rates in rural 

districts, 
The 


has 


The power company made 


utility’s merchandising 
with 

exhibits, cooking schools and various 
campaigns, in many of which promo- 


year 


been an active one, shows, 


tions the dealers also shared. During 
the coming year the utility plans 


increased aid to dealers in securing ap- 
pliances for their displays and sales. 
It will extend its service lines 
wherever possible, thus bringing new 
dealer attention. To 
assist dealers the power company keeps 


also 


customers tor 
an active employment file of salesmen 
applicants. During the past year it 
held two training classes for dealer 
salesmen. 


APPLIANCES, EL PASO, 1941 AND 1940 


Estimated Percentage Estimated 
Replacements Per Cent 
1940 1941 Sales Saturation 
335 2.5 19.5 
385 .05 13.5 
1,950 9. 67. 
310 5. 3 
32 .05 S. 
490 3. 42. 
1,600 30. 97. 
130 5. 20. 
3,600 3 48. 


Dealers have been somewhat affected 
by present conditions. Credit restric- 
tions have resulted in about a 50 per 
cent reduction of this type of business. 
Their advertising has dropped about 
25 per cent. Thus far they have not 
markedly increased service depart- 
ments to take up the slack. Antici- 
pating an increased demand for this 
type of service, the power company 
has laid in a maximum stock of all 
types of repair parts. 

For the coming year, the El Paso 
Electric Company plans to maintain 
its sales crew at full strength, both 
selling and keeping up customer con- 
tacts. The company’s three home 
service girls will carry on as: usual, 
increasing the calls on old users. The 
amount of utility advertising is to be 
continued at 100 per cent of the present 
schedule. 

(For 1942 estimates see note page 21) 





SAN ANTONIO, TEXAS 


Appliance Re-Conditioning Program Proposed 


67,395 residential customers of the San 
Antonio Public Service bought $2,700,000 
worth of appliances from 65 dealers in ‘41 


At the time of going to press no 

plans have been completed by the 
San Antonio Public Service Company 
~ San Antonio, change 


their present merchandising situation 


Texas, to 


to meet emergency conditions. Plans 
to recondition old appliances as a de- 
fense measure have been proposed but 
are not yet in effect 

The utility served 67,395 residence 


customers in 1941 as compared to 63,- 


121 customers in 1940. About 800 of 
these are rural customers. Annual 
kw.hr. consumption rose from 728 
kw.hr. in 1940 to 763 kw.hr. in 1941. 

The power company does no mer- 


chandising in the territory but esti- 


mates that a total of $2,700,000 worth 
of appliances—approximately $40 per 


UNIT SALES OF ELECTRICAL APPLI- 


residence customer—were sold by 65 
independent dealers in the territory. 
The major portion of this appliance 
business was done by 1) department 
stores, 2) furniture stores, 3) spe- 
cialty appliance dealers, 4) hardware 
stores, 5) miscellaneous outlets and 
6) mail order houses. 

The emergency conditions have not 
vet changed the number of dealers in 
the territory nor the type. Installment 
restrictions, however, cut the dealer’s 
volume of business by about 40%, 
dating from October 1, 1941 onward. 

No plans have yet been completed 
for domestic lighting sales in 1942, 
but it was reported that 1941 sales 
are 25% more than 1940. 

(Continued on page 56) 
ESTIMATED REPLACEMENTS 


SATURATION FOR 1941 
(SAN ANTONIO PUBLIC SERVICE CO.) 


AND 


ANCES, 1941 AND ESTIMATED 1942 
SALES 

Estimated 
1941 Sales For 

Dealers 1942 Dealers 
Ranges 115 125 
Water Heaters 30 33 
Refrigerators 7,287 8,000 
Washers 4,380 4,800 
lroners 200 220 
Cleaners 2,635 2,900 
Radio Sets 19,000 20,000 
Air Heaters 30 33 
1.E.S. Lamps 5,721 6,300 

JANUARY, 


1942—ELECTRICAL 


Estimated Proportion Estimated 

of Replacements Saturation 

(1941 sales) 12/31/41 
Ranges 5% 24 
Water Heaters 2% 1% 
Refrigerators 27% 67%, 
Washers 10% 42%, 
lroners 1% 47, 
Cleaners 35% 45% 
Radio Sets 35% 95% 
Air Heaters None a 
1.E.S. Lamps None 25% 


MERCHANDISING 
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1942 


om Fred Maytag II to all washer dealers 


“That’s just good business—and our responsibility to you! 

“Maytag will be building good washers this year—next year— 
and years to come. Since it may not be possible for you to supply 
all the demand now—that’s all the more reason to build customers 
for the future. So throughout °42, Maytag magazine advertising 
will continue to mold the minds and opinions of your present and 
potential washer prospects. 

“This ‘customer-holding’ advertising, plus washers that will con- 
tinue to lead in quality and performance, make Maytag the fran- 


chise of the future as well as the present.” 


eed Iheau lag E- 


PRESIDENT 
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OKLAHOMA 


Utility Making Adjustments to Fit War Needs 


133,450 residential 


customers of the 


Oklahoma Gas & Electric upped their 
average kw.-hr. use yearly to 785 


C' INSTANT adjustments are going 

on in merchandising, dealer pro- 
motion and servicing in the territory 
served by the Oklahoma Gas & Elec- 
tric Company, headquarters at 
Oklahoma City. The emergency situ- 
ition has caused some specialty appli- 


with 


ince dealers to go out of business, the 
nd have caused the 
to cut the number 


if salesmen employed and their ad- 


company reports, a 


remaining dealers 


verti Installment restrictions 


sing 
caused a very substantial drop in dealer 


1941 


sales volume in 


The Oklahoma Gas & Electric 
L ompany S¢ rved 128,295 residence 
customers in 1940 and this figure in- 
creased to 133,450 in 1941 \pproxi- 
mately 5,450 of these are classed as 


rural customers. Average annual 
kilowatt-hour consumption rose from 
765 kw.-hrs. in 1940 to 785 kw.-hrs. 
in 1941. 

No figures are available on the total 
appliance business done in the terri- 
tory, but inasmuch as the utility does 
no merchandising, the sales of major 
appliances shown in the accompanying 
table are all by dealers. There are 110 
dealers in the territory who rank, from 
a volume standpoint, as follows: 1) 
department 2) mail order 
houses, 3) furniture stores, 4) electri- 


stores, 


cal dealers and 5) hardware stores. 
Domestic lighting results in 1941 

ahead of 1940, but plans for 

1942 are very uncertain, the company 


were 


said 


UNIT SALES OF ELECTRICAL APPLIANCES, 1940 AND 1941 


Ranges 

Water Heaters 
Refrigerators 
Washers 
lroners 
Cleaners 
Radio Sets 
1.E.S. Lamps 


Dealers 
1941 1940 
Total Total 
200 100 
28 16 
16.615 14,871 
9,462 8,973 
6,221 476 
7,008 5,615 
21,793 28,657 
10,786 16,792 


Traded-in appliances included in these figures. 


MOUNTAIN 





TUCSON, ARIZONA 


Relatively Small Change in Desert Situation 


15,820 domestic electric customers of the Tucson Gas 


& Electric bought $400,000 


worth of electrical appli- 


ances in ‘41; consumption upped to 1,026 kw.-hrs. annually 


A RELATIVELY steady increase in 
sales during 1941 and no marked 
changes planned for 1942 is the report 
trom Tucson, Arizona, where the Tuc- 

n Gas, Electric Light & Power Com- 
pany serves 17,775 customers. Of 
these 15,820 are domestic customers 

UNIT SALES OF ELECTRIC 

1941 AND 1940 WITH 

1941 1940 

Ranges 175 150 

Water Heaters 50 50 

Refrigerators 1,500 1,500 

Washers 800 700 

lroners 25 25 

Cleaners 700 600 

Radio Sets 2,000 2,000 

Air Heaters 200 200 

1.£.S. Lamps 1,000 1,000 
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(6,565 of them rural) and 1,953 com- 
Additional rural accounts 
number 508. The increase in the num- 
ber of domestic customers during 1941 
was 1,138. For the past year the aver- 
age annual consumption of electricity 
per domestic customer has been 1,026 


mercial. 


APPLIANCES TUCSON AREA, 


FORECAST OF 1942 
Estimated Per Cent 


Saturation 
1942 12/31/41 
175 8.1 
75 2.4 
1,500 70 
700 42 
25 1.3 
600 35.5 
2,000 99.4 
200 8.9 
1,000 37.0 


kw.-hr.; in 1940 it was reported as 987 
kw.-hr. 

A rough estimate of electric appli- 
ance purchases by domestic customers 
during 1941 places this figure at $400,- 
000, or about $25 per home. Unit sales 
for the year showed a small increase 
over 1940. The predicted demand for 
1942 is about the same level. No at- 
tempt has been made to estimate the 
effect of material shortages as they 
will affect actual sales. 

All sales are made through dealer 
channels, as the power company does 
no merchandising. There has been 
little change in this territory in the 
number of dealers or in their sales 
policies owing to the national emer- 


gency, which, in general has _ been 
little felt inthis district so far. . Busi- 
ness in general has been good. The 


utility plans no change in its present 
dealer set-up, nor in its advertising 
plans for the coming year. 

A 20 per cent increase in the com- 
mercial lighting load and 10.7 per cent 
in domestic lighting is the major 
achievement of the year. The program 
will be continued, with but little 
change anticipated in the commercial 
field, and none in domestic lighting as 
a result of the present emergency 
conditions. 

The number of evaporative cooler 
installations continues to increase, 900 
being reported in the domestic field 
during 1941 and 100 commercial in- 
stallations. There are also 15 com- 
mercial air conditioning installations 
involving refrigeration reported and 
10 home air conditioning jobs of this 
type. 





NEW MEXICO 


Albuquerque, N. M. 
Continues on Same Lines 


AVING turned all merchandising 

activities over to dealers some time 
ago, the Albuquerque Gas & Electric 
Company contemplates no changes in 
its plans for 1942. Its advertising pro- 
gram will continue as heretofore. This 
power company serves 15,550 domestic 
customers and 2,800 commercial cus- 
tomers in a territory which is pri- 
marily urban. Business conditions for 
1941 are reported as better than those 
of the year previous, this being also 
reflected in appliance sales. The num- 
ber of homes served increased by 1,087 
during the year. Dealer sales volume 
is expected to “slow down” during the 
coming year, but no other prediction 
is made as to the future of the busi- 
ness in the territory. 


Raton, N. M. Continues 
On Flexible Schedule 


HE Raton Public Service Company 

serving Raton, N. M., reports a total 
of 2,159 customers, including 1,608 
classed as residence and 531 as com- 
mercial. This is primarily a railroad 
community, with also a packing plant 
and flour mill. The utility’s business 
increased during the year, but other 
merchants complained of lower re- 
turns. The annual kw.-hr. 
consumption per residence customer 
for 1941 for this district was 920 kw.- 
hr., as against 891 kw.-hr. for 1940. 
Dealers’ plans for the coming year 


average 


are necessarily flexible, depending 
upon the supply of appliances avail- 
able. The utility contemplates no 


change in set-up and will maintain its 
normal advertising schedule. 





DENVER, COLO. 


Utility To Expand Advertising Program 


120,000 residential customers of the 
Public Service Company upped kw.-hr. 


consumption 


USINESS during 1941 was good in 

those portions of the territory of 
the Public Service Company of Colo- 
rado which may be classed as defense 
centers but was sluggish elsewhere. 
It is perhaps natural, therefore, that 
where as some curtailment is expected 
in appliance sales during the coming 
year, the predicted drop is not so 
great as in some other areas. 

This company serves 139,600 cus- 
tomers, of which 120,150 are residence 
customers (4,950 of these rural), and 
18,800 commercial. The number of 
domestic customers served increased 
by 4,620 during the year. The aver- 
age annual consumption of electricity 
per domestic customer was 770 kw.-hr. 


JANUARY, 


to 770 during 


1941 


during 1941, an increase of 20.7 
kw.-hr. over the 1940 figure of 749.3 
kw.-hr. 

Figures on dealer sales are not 
available, but the power company re- 
ports sales of home appliances to the 
amount of $1,156,000 during the year, 
divided, in unit sales, as follows: 

The lighting program for the year 
resulted in the sale of 1,600 incan- 
descent and fluorescent fixtures, 65 
floodlights and 60 street lighting units. 
Domestic lighting equipment sales 
were down 17 per cent. Shortages of 
equipment are expected to affect this 
business during 1942, although heavy 
local stocks and substitutes are suffi- 

(Continued on page 58) 
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| About The New General Electric 





| Refrigerators 


As this advertisement is being written, NEW diamond-hard gleaming white sani- 
the United States has just been attacked. tary porcelain evaporator. 
What the future may bring, no one knows. NEW tilt-type Dry Storage Bin with 14 per 
One thing is certain. There will be fewer cent greater capacity than previous models. 
. refrigerators produced during 1942—but NEW improved compensated controls, 
the new G-E’s are equal in all ways and NEW gray Textolite door strips, NEW de 
better in many ways than any refrigerators luxe styling inside and out—plus Conditioned 
General Electric ever built. Air, Selective Storage Zones and all other 


NEW lower operating cost! Basically un- proved G-E features for greater convenience 
changed, but constantly improved, the famous and economy. 


G-E sealed-in-steel Thrift Unit now uses less NEW simplified line of models with sound 
current than ever before. 


" step-up selling features to attract every class 
<A NEW lower cabinet temperatures provide of buyer. 

% better food conservation and better vitamin AS ALWAYS, the finest and most complete 
not preservation. line of electrical home appliances to draw 
re- NEW improved G-E Butter Conditioner upon for greater volume. You'll Always Be 
mn keeps butter just right for easy spreading. Glad You Sold General Electric! 
ear 
an- 
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cient to last several mont! ing vear are under study, the program 
Evaporative cooler installations are in general being to watch the situa- 

rep n 15 « ercial and one tion, keeping salesmen informed. Lines 
t ° i 


industrial establishments and in two will be broadened where necessary or 
he Four « ir con curtailed when essential and every 
ti g ] ily endeavor will be made to work with 
ing refrigeratiot ‘ther dealers on plans sufficiently flex- 

ut s Rocky ible to meet developments. The com- 


Mountain Electric | 1e, promoting pany is endeavoring to maintain its 
the sale of elect better full staff of salesmen. Advertising is 
lighting and adequate wiring and co to be expanded, particularly in use of 
operates in this way with all dealers the radio. Recently the importance of 
ind cont | for the reconditioning Id appliances as a de- 
League e ¢ ve ‘ s fense measure has been stressed in 
preparation for def i the advertising and company service men 
ut ¢ ind deale ( ke in fu have been told the story to aid them 
thering this k elp de s 1 approaching the public 

obta ile l, the Publ Rates were reduced during the year 
Service Company ha upplied names in 27 urban communities and some 
from its file vhen desired rural areas 

Mer lising plans tor the cor (For 1942 estimates see note page 21) 


UNIT SALES OF APPLIANCES, PUBLIC SERVICE COMPANY OF 
COLORADO, 1941 AND 1940, WITH FORECAST FOR 1942 


Estimated Estimated 
Per Cent Per Cent 
Replacements Saturation 
1941 1940 1942 1941) (1942) 
Ranges 670 646 650 5 6.5 
Water Heaters 190 119 175 Sia sie ais 
Refrigerators 2,380 2,763 2,200 12 55. 
Washers 950 885 900 30 65. 
lroners 600 443 500 7 , 8. 
Cleaners 1,600 1,466 1,400 80 70. 
Radio Sets 1,100 1,201 1,000 80 85. 
Air Heaters 180 189 170 ei aed 15. 
1.E.S. Lamps 7,350 9,575 7,000 : 40. 


power company for 17 per cent. About 
$43 was spent for electrical equipment 
per home served. 

The power company reports that 
satisfactory progress was shown in the 
lighting promotion work for the year. 
Commercial installations of evapora- 
tive coolers numbered 42, and there 
were 16 such installations in homes. 

There has been no_ outstanding 
change during the year in the number 
of dealers nor in their method of do- 
ing business. Credit restrictions have 
had an appreciable effect on install- 
ment selling. Dealers have slightly 
increased their emphasis on servicing. 


The power program for 
the coming year has not yet been fully 
determined. In general it may be said 
that the utility plans to continue pro- 
motional advertising and that it will 
include in its advertising program 
copy to encourage the reconditioning 
of old appliances. The home service 
program will include a somewhat 
greater emphasis on the increased use 
of present equipment. The company 
gives its support to the Pueblo Elec- 
trical League and the Rocky Mountain 
Electrical and will continue 
to tie-in with whatever program they 
outline. 


company 


League 





General Tightening of 
Program in Central 
Colorado 


A GENERAL curtailment of merchan- 
dising promotion on the part of both 
dealers and power company is pre- 
dicted from Golden, Colorado, where 
the Central Colorado Power Company 
serves 9,934 customers, including 6,327 
residence customers, 2,349 rural cus- 
tomers and 966 commercial meters. 
The number of homes served increased 
by 294 during the year. The sur- 
rounding territory is primarily agri- 
cultural and enjoyed a year which is 
characterized as better” 


“very much 


than 
year 


last. Dealers sales during the 
include 85 electric ranges, 30 
electric water heaters, 465 refrigera- 
tors and 160 I.E.S. lamps. Quotas for 
1942 take into account probable short- 
ages. They are set at: 30 ranges, 25 
water heaters, 375 refrigerators, and 
150 I.E.S. lamps. Dealers are ex- 
pected to cut down their advertising 
somewhat as stocks become more diffi- 
cult to obtain, and credit policies will 
be tightened. Service departments will 
be enlarged. Fewer salesmen will be 
employed. The power company is con- 
tinuing its dealer cooperative plan as 
usual, but probably will curtail its ad- 
vertising program to some extent they 
reported. 





SOUTHERN COLORADO 
Last-Quarter Slump in Appliance Sales 


. « » But 21,600 residential customers bought 
$900,000 worth of appliances in ‘41; upped 
average annual kw.-hr. use to 980 for the year 


BUSINI SS condition n Pueblo and 
+} terri 1} } 


customers to the number of 1,700 


the territory served by the Southern ire listed separately. During the past 
Ce Power Company were better year the number of residence cus- 
than usual during the first nine months tomers served increased by 549. The 
of the year and then definitely slumped average annual consumption of elec- 
Sale of electrical appliances showed a_ tricity per home for 1941 was 980 
n il increase major lines, with a kw.-hr., as against 932 kw.-hr. used 
tew exceptions in such iter is wash during 1940 
ing machines and vacuum clean About $900,000 worth of electrical 
The company serves 27,900 customer appliance business was done in this 
of which 21,600 are residence custon territory during the year, dealers ac- 
e! ind =3,200 commercial Rural counting for 83 per cent of it, the 


UNIT SALES OF ELECTRICAL APPLIANCES, SOUTHERN COLORADO, 
1941 AND 1940, WITH FORECAST FOR 1942 


1941 1940 1942 

Com- Deal- Com- Deal- Com- Deal- 

pany ers Total pany ers Total pany ers Total 
Ranges 380 220 600 390 170 560 325 120 445 
Water Heaters 186 80 266 178 65 243 120 40 160 
Refrigerators 328 2,079 2,407 362 2,008 2,370 340 1,600 1,940 
Washers 71 1,801 1,872 88 1,836 1,924 100 1,800 1,900 
lroners 30 113 143 32 108 140 25 100 125 
Cleaners 100 400 500 124 400 524 130 400 530 
Radio Sets 3,845 3,845 4,300 4,300 3,500 3,500 
Air Heaters 50 80 130 40 75 115 35 60 95 
1.E.S. Lamps 575 638 1,213 1,230 1,114 2,344 700 1,000 1,700 


Trade-in sales are not included. Percentage of replacements in 1941 sales are given as 
follows: Ranges-15, Water Heaters-2, Refrigerators-20, Washers-30, Cleaners-60, Radio 
Sets-75, Air Heaters-5. It is figured that at the close of 1941 there was a saturation ot 
22 per cent in electric ranges and 6 per cent in electric water heaters. Refrigerators had 
reached 50 per cent saturation, washers 75 per cent, ironers 5 per cent, cleaners 75, radio 
sets 95, air heaters 20 and |.E.S. lamps 50. 
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UTAH AND WESTERN COLORADO 
No Change Reported in Utah Dealer Set-Up 


109,827 residential customers of the Utah 
Power & Light bought $8,198,330 worth of 
appliances in ‘41; upped kw.-hr. use to 1,212 


ENERAL business conditions in the 

Utah and western Colorado districts 
served by the Utah Power and Light 
Company was up during the past year 
and appliance sales followed this trend. 
This company being in its second year 
of retirement from active merchandis- 
ing, this record is increased 
It is expected that cur- 
tailed supply will prevent this curve 
from-continuing upward, available sup- 
plies for 1942 being figured at about 
50 per cent of this year’s sales in most 
cases. The policy of ‘the utility in 
cooperation and advertising 
support is to be continued so far as 
possible, however, along the lines 
which have shown themselves helpful. 

The Utah Power & Light Company 
and the Western Colorado Power Com- 
122,794 customers, of 
which 109,827 are residence accounts 
(18,370 of rural) and 10,240 
commercial. The number of residence 
customers increased by 3,902 during 
the past The average annual 
kw.-hr, consumption per residence cus- 
tomer during 1941 was 1,241 kw.-hr. 
(for rural homes, 1,131 kw.-hr.), an 
increase of 30 kw.-hr. over the 1940 
figures which were 1,212 kw.-hr. aver- 
age for residence customers and 1,100 


one of 
dealer sales. 


dealer 


pany serve 


these 


year. 


JANUARY, 


kw.-hr. for rural customers’ homes. 

It is roughly estimated that about 
$8,198,330 was spent for electrical ap- 
pliances in this district during 1941, 
98.7 per it passing through 
dealer channels. The utility accounted 
for about 1.3 per cent of the sales, or 
about $109,169, mostly in I.E.S. lamps, 
with a few air heaters. 


cent of 


Nineteen hundred and forty-one fig- 
ures all represent dealer sales, except 
that 119 air heaters and 1,160 LE.S. 
lamps were sold by the utility; 1940 
figures represent both power company 
and dealer Trade-in sales are 
included in dealer figures. 

The utility continued in the promo- 
tion of lighting load, activities result- 
ing in the installation of 2,854-kw. in 
commercial lighting and 394 kw. in 
industries. 


sales. 


During the coming year 
lighting activity is planned only to 
cover defense projects and industries. 
Nine all-service salesmen in the com- 


mercial field also added about 200 
commercial cooking jobs, totaling 
1,224 kw. 

Changes in merchandising condi- 
tions due to the present emergency 
have not yet had any appreciable 


effect upon the number of dealers or 
(Continued on page 60) 
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EXGLUNIVE SEORTES | 


HE great thing about handling Crosley prod- before she buys, can quickly see the extra values 

ucts is that you have exclusive features to sell. only Crosley offers. 
The salesman on the floor has a unique, exclusive The Super Shelvador is still a brand new story to 
story to tell his prospects. The woman, shopping millions of women even though you may be used 
to it. *“*Twice as Much Food to the 
Front—within Easy Reach” is the 
dramatic Crosley way of calling 
their attention to this exclusive fea- 
ture which is even more important 
in our lives now that wartime econ- 
omy calls for conservation of food 
through more efficient storage. 





And in radio-phonographs there’s a 
story just as dramatic—the Crosley 
Floating Jewel Tone System with a 
patented permanent stylus that 
brings fullness of tone without the 
hiss and scratch of old-fashioned 
needle noise. 


Short wave reception on Crosley ra- 
dios will amaze you. News from all 
the world is yours—brought to you 
with the thrilling speed and reality 
that only a quality-built radio can 
offer. 


Crosley means features, exclusive 
saleable features, money - making 
MODEL SE-742 Typical of features. Write, wire or phone today 


the Crosley line is this quality 


for further details on the Crosley 
wartime selling program. 


built refrigerator. Giant meat 

chest holds 14 Ibs. of meat 
twin ear-vision vegetable See the complete Crosley Line in Space 541-B and 
spers with plate glass covers 542-B American Furniture Mart, Chicago, Illinois, 
during the Winter Market, January 5 to 17. 

removable shelf ir 
cold for bulky frozen foods 

ft. of convenient storage 
the many deluxe 
ncluding stainless 
heavy plate glass 


deluxe interior 


The 1942 line of 
Crosley radios offers 
on ex nal profit . 
‘eiiieahiasin ban Crosley Washers and Ranges represent the substantial 
value buyers are demanding today. Their excellent con- 
struction, modern design and service-free operation 
superbly cabineted combine with the well known Crosley r ne to present 
two-band sets and a real opportunity for aggressive merchants. 
ery set from the 


ore inexpensively 





east expensive to 

the deluxe Model 

22-CP, illustrated 

offers the greatest 

value in both stand 

ord broadcast and 

international short , "rr ror 

ponies cal AND DEFENSE 

Only Cresley Glom Crosley Research Engineering and Manufacturing 
ac es are contributing largely to the Govern- 

me & victory program—Crosley is manufacturing 

Special Equipment for the U. 8S. Signal Corps, U. 8. 

Jewel Tone System Air Corps, U. S. Army Ordnance Department, U.S. 

the Master Tone Con Navy. the Quartermaster Corps and Coast Guard 

trol, and Crosley FM Service. 


THE CROSLEY CORPORATION 


POWEL CROSLEY, Jr., Pres. CINCINNATI, OHIO 
HOME OF WLW— “THE NATION'S STATION’’—70 ON YOUR DIAL 


or-Tone radios offer 





the patented Floating 


with 14 exclusive 


Crosley features 
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UNIT SALES OF APPLIANCES 


UTAH AND WESTERN COLORADO, 


1941 AND 1940, WITH FORECAST FOR 1942 


Estimated Estimated 
Per Cent Per Cent 
Replacements Saturation 
1941 1940 1942 1941 Sales 1941 
Ranges 6,104 3,958 2,800 30 43 
Water Heaters 1,030 810 500 5 7 
Refrigerators 17,334 13,919 7,000 30 80 
Washers 11,784 9,541 6,000 75 87 
lroners 498 792 498 75 3 
Cleaners 7,421 5,699 3,500 75 85 
Radio Sets 23,476 19,070 12,000 75 100 
Air Heaters 749 842 383 75 7.5 
1.£.S. Lamps 18,665 16,623 10,000 30 71 
their selling polici yut is expected obtaining and training sales people. It 
that the number may decrease under has contributed to the support of the 


future restriction Dealer advertis- 


ing is already slightly less than usual. 


Credit restrictions have scaled the vol- 
ume of business done somewhat down- 
 Dervice 


dealers are on the increase 


ward departments among 


The utility is encouraging recondi- 


tioning of old appliances as a defense 
measure through advertising and sales 
promotion. It maintains a continual 


and complete dealer program, assisting 


lealers in every way, including aid in 


Electrical League of Utah. No change 
is contemplated in the present dealer 
set-up, dealer contact personnel being 
maintained on the same basis as 
hitherto and advertising continued in 
normal volume, using the same media. 
The utility has discontinued the 
monthly payment plan in the sale of 
lamps or heaters made through its 
Other merchandise is now 
completely in dealer hands. 


stores. 


(For 1942 estimates see note page 2!) 





RENO, NEVADA 


Restrictions May Seriously Affect Area 


16,300 domestic electric customers averaged 
$60 in appliances purchases per home in 1941 


. . . 
BE AUSE Nevada is not a defense 

center, restrictions on the supply of 
electrical applian es will probably be 


irply felt during the coming year, 
iccording to estimates of the Sierra 


Pacific Power Company, 


serving Reno 
This util- 
of which 
(about 874 of 


then rural ) ibout §=900 


ind surrounding territory 


ity serves 16,300 customers, 
: 


13.500 are 


lomestic 
additional 
rural accounts and 2,600 commercial 
residential 
by 602 during the 
kw.-hr 
customer 
increased during 1941 to 1,700 kw.-hr., 


1 


as mpare 1 with 1,591 kw.-hr. dur- 


numbe r rf 
“J 
yea! The aver 


1 
age annual 


consumption per residence 


eg 1940 
Bu im I this irea 
vere good during 1941, but did not 
ea l sections be- 
cause there were no large defense ex 
) ture | « ited that ibout 


during the 


Average consumption now 1,700 kw.-hrs. 


year, and would continue to increase 
during 1942 but it is expected that not 
more than forty per cent of the de- 
mand will be able to be met, owing 
to priority restrictions. 

Active dealer selling of electric 
ranges during the year brought the 
present saturation of this appliance up 
to 62 per cent, one of the highest fig- 
ures reported from anywhere in the 
country. Up to the present time no 
change has been felt in the number of 
dealers serving this area, nor is there 
any restriction in the number of their 
salesmen or their advertising policy. 
Chere are at present 125 full time and 
part time salesmen employed by deal- 
A lack of trained 
service men has limited any major ex- 


ers in this territory 
pansion of service departments, The 
power company plans to continue its 
present policy in servicing and to 
maintain this department as a means 
of customer contact. No 
contemplated in the 


change is 
present dealer 
set-up, which leaves the full burden 
of merchandising in the hands of deal- 
ers, nor in the power company adver- 


tising program until conditions arise 


UNIT SALE OF APPLIANCES FOR 1941 AND 1940, 
WITH FORECAST FOR 1942 


yea appliances, or 
about S60 pe ‘ f it spent 
ign i Unit iles 

jor appliance showed an in 

ease in every department during the 

1941 1940 

Ranges 1.250 1,091 526 
Water Heaters 348 295 146 
Refrigerators 1,800 1,748 756 
Air Heaters 60 93 20 


* Estimated at 40 percent of demand 
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Estimated Percentage of 
1942* Replacements (1941 sales) Saturation 12/31 /41 


Estimated 


23.6 62 
25 19 
13.6 84 


which it is felt will 
change. 


require such 


The results of the power company 
lighting program during 1941 con- 
tinued to be successful through the co- 
operation of contractors, dealers, 
and architects. A good standard of 
illumination was maintained on new 
work. Several large new fluorescent 
installations were made during the 
year, each an enclosed or concealed 
tube job.., 

Says A. L. 


Pierce, new business 


manager, “As we are not classed as 
a defense area, the present emergency 
may seriously affect this territory. 
Delayed deliveries of commercial and 
residential lighting equipment have al- 
ready been a problem on many new 
and remodeled jobs. With the in- 
creasing shortage of material, longer 
delivery dates and other difficulties, 
the present emergency will unques- 
tionably affect our lighting plans for 
1942.” 
(For 1942 estimates see note page 21) 





Sheridan, Wyoming to 


PLANS to back dealer programs with 
extensive newspaper and radio ad- 
vertising support are reported by the 
Sheridan County Electric Company of 
Sheridan, Wyoming. This utility 
serves 3,000 domestic customers, 518 
rural customers and 890 commercial, 
as of December, 1941. General busi- 
ness conditions in this primarily agri- 
cultural district were somewhat better 
during the past year than 1940 and 
are expected to continue good. Rec- 
ords of the company show that 50 elec- 
tric ranges and one water heater were 
sold by dealers during the year. The 
company does no merchandising itself, 
but has set an informal quota of about 
50 ranges for dealer selling during 
1942. The effect of present conditions 
has been to increase dealer advertising 
somewhat. More rigid restrictions 
have of course been enforced on credit 
policies; service departments are be- 
coming more important and better 
equipped. Salesmen employment in 
this district is about normal. The 
power company’s program for 1942 in- 
volves an extensive newspaper and 
radio advertising program to promote 
dealer cooperative activities. 

The average annual consumption of 
electricity per domestic customer for 


WYOMING 
Back Dealer Program 


1941 was 760 kw.-hr., an increase of 
11 kw.-hr. over the 1940 figure of 
749 kw.-hr. 


Stronger Effort to Hold 
Business, Says Rawlins 


RAWLINS, Wyoming, is served by 
the Rawlins Electric Company, which 
reports a total of 1,718 customers, of 
which 1,432 are domestic and 271 
commercial. The number of homes 
served increased by 80 during the 
year. This is an area of live stock 
raising, railroad activities and coal 
mining, in most of which fields busi- 
ness was about “as usual” during 1941, 
with no great increase foreseen for the 
future. It is estimated that about 
$9,500 worth of appliances was bought 
from dealers and the utility during the 
year, including: 15 electric ranges, one 
electric water heater, 215 refrigera- 
tors and 300 I.E.S. lamps. The quota 
for 1942 has been set at 25 ranges, 5 
water heaters, 150 refrigerators and 
300 I.E.S. lamps, or a business of 
about $7,500. To meet the pressure of 
present conditions, the utility is plan- 
ning to make a “stronger and more 
concerted effort to hold business in 
line during the emergency”. 





IDAHO 


National Defense is 1942 Theme 


61,600 domestic electric customers of the Idaho 
Power Company bought $4,387,979 worth of 
appliances in ‘'41—upped kw.-hr. use to 2,040 


ALES for 1941 in Idaho were better 

than for any year since 1930, but 
cannot be expected to reach more than 
50 per cent of this mark during 1942, 
is the forecast of the Idaho Power 
Company. This utility serves 69,500 
customers, of which 61,600 are domes- 
tic (18,600 of these rural) and 6,920 
commercial. The increase in the num- 
ber of domestic customers during 1941 
was 4,077. The average annual kw-hr. 
consumption per customer 
was 4,077. The average annual kw.-hr. 
reaching the figure of 2,040 kw.-hr. 
for 1941, as compared with 1,946 dur- 
ing, 1940. 


domestic 


During the past year it is estimated 
that about $72.50 per home was spent 
on electrical appliances, or a total of 
about $4,387,979. Record of unit sales 
shows a substantial increase in most 
fields. Quotas for 1942 have been 
fixed with the expectation that about 
50 per cent of this year’s volume of 
appliances will be available, except 
I.E.S. lamps. 

The present situation has not yet 
resulted in any change in the number 
of dealers serving this territory or in 
the type of service they are giving. 
Credit restrictions have not noticeably 

(Continued on page 62) 
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EQUIPMENT FOR HOUSEHOLD, COMMERCIAL 
AND INDUSTRIAL NEEDS 





Frigidaire refrigerators for 1942 are now being intro- 
duced to Frigidaire Dealers. 


These models are brand-new and greatly improved. 
They are built to the high traditions of Frigidaire qual- 
ity, worthy successors to great Frigidaires of the past. 


Frigidaire engineers and craftsmen have done an 
outstanding job. Their achievements will be hailed 
with enthusiasm. 


WHAT'S NEW? 


The 1942 models are bigger, more beautiful, and more 
useful. Many new sales features have been added. For 
example: 

NEW Convertible Interiors—that can be arranged 
in a dozen or more ways quickly and easily—give each 
user exactly the right kind of storage space for her 
particular needs. 


NEW and bigger Frozen Storage Facilities have been 
designed to give maximum utility. In 1942, with the 
popularity of fast frozen foods growing by leaps and 
bounds, this Frigidaire advantage will have an espe- 
cially strong customer appeal. 


NEW Drawer-Type Meat-Tenders are also much 
larger. More and more housewives will be buying in 
quantities this year to save money. Frigidaire refriger- 
ators are designed to help them. 


Along with these and many other new advantages 
Frigidaire will continue to offer the Meter- Miser, 
Quickube Trays, Sliding Glass-topped Hydrators, and 


many other time-tested features. 


HOW MANY? 


No one can prophesy with any accuracy how many 
products will be built in 1942. This is war time and 
the war needs of our country must come first. 


This much is known. Every product Frigidaire makes 
will be a good one, and as many will be built as is 
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News ABOUT THE NEW 


1942 FRIGIDAIRE REFRIGERATORS 














possible. Every effort also will be made to provide 
Frigidaire parts wherever needed to keep products in 
customers’ homes operating efficiently. 


OUR PLANS? 


In times like these, long-range planning must naturally 
be subject to frequent modification to meet changing 
conditions. Recognizing this fact, Frigidaire will con- 
tinue its policy of providing Dealers with all possible 
information and plans, to aid in meeting their many 
unusual and important problems, throughout 1942. 












other armament. 


food and health. 


FRIGIDAIRE DIVISION + GENERAL MOTORS CORPORATION + DAYTON, OHIO 
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FRIGIDAIRE’S PART IN THE WAR 
1. To build machine guns and 


2. To help protect the Nation’s 
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UNIT SALES OF ELECTRIC APPLIANCES, IDAHO, AND FORECAST FOR 
1942 


1941 1940 1942 
Com- Deal- Total Com- Deal- Total Com- Deal- Total 

pany ers pany ers pany ers 
Ranges 789 4,461 5,250 241 3,155 3,896 800 2,200 3,300 
Water Heaters 766 1,700 2,466 562 1,045 1,607 750 450 1,200 
Refrigerators 552 8841 9,393 497 8,060 8,557 300 4,700 5,000 
Washers 214 6,129 6,343 242 5,569 5,811 150 2,850 3,000 
Cleaners 181 1,973 2,154 144 1,820 1,964 100 1,000 1,100 
Radio Sets 10,677 10,677 13 12,512 12,528 7,000 7,000 
1.E.S. Lemps 1,549 5,413 6,962 1,526 5,451 6977 1,700 5,800 7,500 


These figures include t ade-in sales. 


ut sales Phe ig the vear about 5 per cent. 
ilectrical Equip Jans of the utility for the coming 
. \ which pro vear will be modified as necessary to 
aigns and aids in carry out the objectives of the com- 
problems. Assist pany, which will give full aid to na- 
| dealers in ob tonal defense It is probable that 
ilesme by referring appli the sales staff will be cut about 25 
‘ ) iining classes per cent from 1941, and the home 
il ( icted by service staff will be reduced to half 
ind me service pet heir work during the coming year 
( ill involve more group presentations 
Du 4 ! past year Satistactory ind aid to national defense The ad 
alt é uined from the lighting vertising efforts of the company will 
prograt It is expected that the be devoted to selling present use and 
lighting field will be one of to pointing out how electricity in the 
iffected by the present home and farm aids in national defense 
‘ . Rate ere reduced dur- (For 1942 estimates see note page 21!) 
REPLACEMENT SALES AND SATURATION — IDAHO 
Estimated 
Estimated Percentage Per Cent 
of Replacements Saturation 
(1941 Sales) 12 31/41 
Ranges 40 56 
Water Heaters 10 26 
Refrigerators 15 55 
Washers 40 75 
Cleaners 40 65 
Radio Sets 70 90 
1.E.S. Lamps 30 60 





MOUNTAIN STATES 
Emphasis on Lighting to Feature '42 Program 


55,000 domestic electric customers of the 
Mountain States Power Co., increase annual 
kw.hr. use from 1,362 kw.-hrs. to 1,410 in ‘41 


A ,ORMAL increa appliance alysis of customers shows 55,000 resi 
( uring 1941, with a probable dential customers of which 8,425 are 
iuhead during the coming rural, 335 other rural accounts, and 
d bv the 9300 commercial customers Phe 

M > Pp e Company nu Ti of domestic meters served 
g 68,000 a wide creased by 3,052 during 1941. For 
tory Pacific North 1941 the average annual kw.-hr. con- 
. 1d irea Che sumption pe domestic customer was 
‘ vany plans an increased activity 1,410 kw.-hr., an increase of 48 kw.-hr 


over the 1940 figure of 1,362 kw.-hr 


UNIT SALE OF APPLIANCES, 1941 AND 1940, AND ESTIMATED SATURATION 


Estimated Per Cent 


Saturation 

1941 1940 12/31/41 
Ranges 1,923 1,761 27 
Water Heaters 976 659 7 
Refrigerators 6,028 5,846 55 
Washers 3,754 4,278 
lroners 40! 363 19 
Cleaners 482 780 
Radio Sets 5.994 8,003 
Air Heaters 225 no record 
1.E.S. Lamps 3,053 3,433 


Sales figures do not include sa‘e of trade-in appliances. 
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Record of app’iance sales shows an 
increase in most items during the past 
Substantial rate reductions were 
made during the year. 

So far there has been no change in 
the number of dealers serving this ter- 
ritory due to conditions of the present 
The number of dealer 
salesmen employed is maintained at 
ibout 200. The power company helps 
to train dealer salesmen and to make 
them available. Dealer advertising is 

limited than previ- 
Credit restrictions imposed by 
the government have had but little ef- 
3ut little 
has been done by dealers to increase 


emergency. 


definitely more 


ously. 


fect on dealer sales volume. 


their service departments. The utility, 
on the other hand, had a definite pro- 
gram ready to go to encourage the re- 
conditioning old appliances as a de- 
fense measure, but has not carried it 
out because of a lack of the essential 
materials to warrant a promotion. 

The company plans no change in its 
present number of dealer contact men 
or home service women employed. The 
home service department will, how- 
ever, during the coming year sell resi- 
dential lighting intensively. 
There is to be but little reduction in 
the utility’s advertising program, al- 
though some forms of advertising will 
be restricted. 

(For 1942 estimates see note page 2!) 


more 


PACIFIC 





SOUTHERN CALIFORNIA 


To Carry On As At Present, Says Edison 
582,000 domestic customers of the 
Southern California Edison Co. bought 
$16,500,000 worth of appliances in ‘41 


ECOGNIZING that with the 
rapidly changing conditions, it may 

be necessary to alter plans from time to 
time, the Southern California Edison 
Company nevertheless intends to carry 
in about the same manner as at 
wrding to H. C. Rice, man- 


lomestic le This c 1 , 
lomestic sales. nis company 


present, ac 
igel I 
which 


serves 582,000 customers, of 


174,000 are domestic (27,000 of these 
rural) and 60,000 commercial lighting 


iccounts. Increase in the number of 
esidential customers during 1941 was 
hie 


13,276. The average annual consump- 


1 of electricity per residence cus- 
mer was 1,000 kw.-hr. for 1941, as 
iwainst 984 kw.-hr. for 1940. 

It is roughly estimated that about 
$16,500,000 was spent in this territory 
luring 1941 for electrical home appli- 
Busi- 
ness in the territory as a whole was 


inces, or about $35 per home. 
good and this is reflected in appliance 
} it 


oO 
iz. 


yuyVi 

There has been some reduction in 
the number of dealers in this territory, 
small dealers most affected. 
Credit have resulted in 
some loss of business to the firms mak- 
ing a specialty of long terms. 


being 
restrictions 


Commercial air conditioning instal- 


evaporative coolers were installed and 
100 hp. in installations involving re- 
frigeration. The company had an ac- 
tive year in the lighting field, with 
very good results. In promoting com- 
mercial cooking it did some direct 
merchandising and gave active dealer 
help, particularly counter 
equipment. Ten salesmen were em- 
ployed in this work and 6,000 hp. in 
installations 

Among the important events of the 


featuring 


are reported. 


year are listed productive exhibits at 
Ventura, Tulare and Los Angeles 
County Fairs and other special shows. 
The power company participated in 
many newspaper cooking schools, hav- 
ing particular success with cooking 
schools in conjunction with showings 
of the Hotpoint picture, “Blame It On 
Love”. The utility provided four train- 
ing courses for dealer salesmen and 
during the year sponsored dealer cam- 
paigns on ranges, 
and roasters. 

Plans for the coming year involve 
no marked company 
plans to carry on as at present with 
the same force of salesmen and the 
usual staff of ten home service girls. 
Its advertising program will be con- 
tinued at full strength. 


evap yrative coolers 


changes. The 


(For 1942 estimates see note page 21) 


UNIT SALES OF ELECTRICAL APPLIANCES 1941 AND 1940, 
SOUTHERN CALIFORNIA EDISON DISTRICT 


lations involving 1,500 hp. are re- 
ported. In the residential field, 1,721 

1941 1940 
Ranges 5,400 4,694 
Water Heaters 1,700 1,532 
Refrigerators 44,500 43,421 
Washers 35,000 29,297 
lroners 5,500 3,848 
Radio Sets 77,090 72,414 


Estimated Percentage Estimated Per Cent 


Replacements Saturation 
(1941 Sales) 12/31/41 
20 8.5 
15 40 
20 60 
50 
45 
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SAN DIEGO, CAL. 


Utility Plans to Continue 
Dealer Merchandising Support 


93,000 domestic customers of the San Diego Gas 
& Electric bought $4,500,000 worth of appliances 
in ‘41; upped average kw.-hr. use to 1,034 


ITH a program subject to modifi- 

cations as conditions may make 
changes necessary, the San Diego Gas 
& Electric Company nevertheless plans 
to continue its present set-up so far 
as possible. This company serves 112,- 
600 customers of which 93,000 are 
domestic (15,000 of these rural), with 
4,000 additional rural accounts, and 
14,500 commercial. The increase in 
the number of homes served during 
the year was 10,037, including three 
government housing projects with ac- 
commodations for 4,200 families. The 
average kw-hr. consumption for the 
year per domestic customer was 1,034 
kw.-hr. an increase of 40 kw.-hr. over 
the 1940 figure of 996 kw.-hr. 

This is one of the country’s military 
centers, several camps being located 
in the vicinity. 

It is estimated that about $4,500,000 
was spent in the district for electrical 
appliances during the year, or about 
$48 per home served. Unit sales for 
1941 show a conservative increase in 
most lines, 

No definite quotas have been set for 


UNIT SALES SAN DIEGO 


the coming year, but it is expected that 
the hardships ahead will probably re- 
sult in the dropping out of some of the 
weaker dealers. There are already 
fewer outlets than a year ago and 
somewhat fewer salesmen are em- 
ployed. The emergency has as yet had 
little effect on the volume of dealer 
advertising. Credit restrictions have 
slowed up major equipment sales. 
Most dealers look forward to an in- 
crease in servicing business and have 
started to enlarge their departments. 

The power company gives its sup- 
port to the Bureau of Radio and Elec- 
trical Appliances of San Diego County, 
and no change is announced in this 
program at the present time. There is 
no reduction in salesmen planned in 
the immediate future and the work of 
the utility’s home service representa- 
tive will continue as in the past. Ad- 
vertising will probably be curtailed 
somewhat. In the immediate future, 
the power company is planning a cam- 
paign early in January in cooperation 
with dealers to encourage the recon- 
ditioning of old appliances. 


TERRITORY, 1941 AND 1940 


1941 1940 
Company Dealers Total Company Dealers Total 

Ranges 445 255 700 332 268 600 
Water Heaters 385 115 500 299 226 525 
Refrigerators 800 10,950 11,750 603 10,097 10,700 
Washers 445 6,405 6,850 223 5,652 5,875 
lroners. 160 940 1,100 41 944 985 
Cleaners 180 4,320 4,500 196 3,289 3,485 
Radio Sets 20,000 20,000 16,600 16,600 
Air Heaters 160 2,240 2,400 151 2,149 2,300 
1.E.S. Lamps 3,600 No data 6,911 No data 





RIVERSIDE, CAL. 


California Electric Will Carry on Normally 


26,600 residential customers had 
average kw.-hr. use of 1,305 in 1941 


HAT they will continue as usual so 
merchandise to 
sell is the program of the California 


long as there is 
Electric Company, which serves south- 
eastern California, with headquarters 
at Riverside, Calif. This company 
serves a total of 36,350 active ac- 
counts, 26,600 of them residential. 
About 1,460 of these homes are classed 
as rural. \verage annual consump- 
tion of electricity per domestic cus- 
tomer was 1,305 kw.-hr. for 1941. 
Business conditions in this territory 
for the past year were average—and 
sale of electrical merchandise by the 
utility followed this index, showing 
but slight variations from the record 
of last year. Electric ranges were 
slightly up, water heaters and refrig- 


Washer 


erators showed a decrease. 


sales were down, but sale of ironers 
heaters definitely improved. 
There was one ironer sold for every 
The company reports 
200 commercial evaporative cooler in- 
stallations and 700 home installations 
of this type. Air conditioning jobs in- 
volving refrigeration numbered 15 in 
business establishments and 18 in resi- 


and air 


three washers. 


dences. 

The utility reports a 26 per cent 
saturation of electric ranges, 15 per 
cent for water heaters, 65 per cent for 
refrigerators, and 60 per cent for 
Based on 1941 sales, it is 
estimated that 10 per cent of the 
ranges sold were replacements, 5 per 
cent of the water heaters, 15 per cent 
of the refrigerators, and 50 per cent 


washers. 


of the electric washing machines. 
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Night shifts are employed at the Lockheed Aircraft Corp. plant at Burbank, Cal. 
to help turn out these deadly P-38 interceptor planes (Wide World photo) 


Plans for the future anticipate a 
normal increase in demand, with no 
special stimulation from the defense 
program. It is hoped that about 70 per 
cent of the demand can be met. The 
company will try to maintain its regu- 
lar sales staff and plans no reduction 


in its advertising program. So long 
as there is merchandise available, a 
direct sales message will be included; 
in case of a shortage of appliances, 
the company will switch to institu- 
tional advertising. 

(For 1942 estimates see note page 2!) 





LOS ANGELES, CAL. 


Bureau to Continue Promotion in 1942 


439,500 residential customers of the Bureau 
of Power & Light upped average annual 


consumption to 


As Los Angeles is a designated de- 

fense center, business for the past 
year has been extremely good and is 
increasing. The Los Angeles Bureau 
of Power and Light, which suffered a 
reduction in its promotional activities 
about a year ago, but later resumed 
much of its former program, plans to 
maintain its building of public accept- 
ance as against competing fuels. Says 
Chas. C. 
the Bureau, “We are of course watch- 
ing closely the 


Snyder, Business agent for 


changing 
trends as affected by the national 


rapidly 


emergency to guide us in our new 
business and promotional activities in 
the future. As far as can be seen 
ahead we will continue our present 
procedure of active cooperation and 
coordination with dealers, distributors 
and manufacturers through advertis- 
ing, sales assistance in the field and 
effective reimbursements of wiring ex- 
pense to that major electrical appli- 
ances may be competitive in installed 
cost with those using other fuels. 
“As Los Angeles is in a designated 
defense area with rapid growth in 
industrial, commercial and residential 
business, the market is extremely good 
and rapidly increasing. It is expected 
that restricted manufacturers’ output 
will still be sufficient to justify con- 


1,000 kw.-hrs. in 


1942 


tinuation during the course of the 
emergency of promotional activities 
so that the increasing public accept- 
ance of electrical uses will be sus- 
tained, and if unit sales must be re- 
stricted to some extent, there will have 
been created a back log of desire that 
will tend to avoid any serious dip in 
sales of electrical appliances and equip- 
ment during the conversion from de- 
fense to normal civilian production. 

(For 1942 estimates see note page 2!) 

“Currently the demand and promo- 
tional sales are favorable in all fields. 
Particular attention is being devoted 
to the replacement market, although 
the new construction market is also 
being actively worked.” 

The Los Angeles Bureau of Power 
and Light serves 537,200 customers, 
of which 439,500 are residential and 
93,500 commercial. The increase in 
the number of residence customers 
served during the year was 21,258. 
The 1941 average annual consumption 
of electricity per residence customer 
was 1,000 kw.-hr., an increase of 46 
kw.-hr. over the 1940 figure of 954 
kw.-hr. Unit sales showed an increase 
in ranges sold by dealers, the 1941 
record being 3,819 electric ranges, 229 
more than the 3,590 sold in 1940. Of 

(Please turn to page 64) 
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the 1941 


replacements 


ibout 4 per cent were 
Electric heater 
sales were less, than during the year 


Dealers in 1941 sold 1,333 


sale > 


water 


previous. 


water heaters, as against 3,100 sold 
in 1940. About 3 per cent of the 1941 
sales were replacements. Electric 


saturation is estimated to be 6.1 


per cent in the Los 


range 
Angeles district 
ind electric water heater saturation 2.6 
utors are found in 


t 
about 65 per cent of the homes served. 


per cent. Refrige: 


No appreciable change has occurred 
in the number of dealers serving this 
district as a result of emergency con- 
ditions. Credit restrictions have re- 
sulted in a very small reduction in time 
payment selling. Dealers continue to 
employ about 250 salesmen in all, and 
where service departments occur, their 
personnel has been increased. Dealer 
advertising has increased if anything 
under the stimulus of the increasing 
demand. 





SAN FRANCISCO 


Northern California Program 


742,000 domestic electric customers of the Pacific 
Gas & Electric bought $32,000,000 worth of appliances 
in ‘41, upped average kw.-hr. use to 1,072 annually 


7 , , 1 
Marly all dealers, 1S 


T \] 1942 may bring seri us prob- 
lems, partict 
the belief of the Pacific Gas and Elec 
“a1 


rving northern Call- 


Company, se 





fornia and in consequence its progr: 
has been planned in fluid form to meet 
all contingencies. T 
968,000 


This utility serves 
which 742,000 
(198,999 of 


customers, of 
ire residence customers 
them rural) and 136,000 commercial 
There was an increase of 30,266 in the 
| customers served 
yver the record of 1940, Average an- 
nual kw-hr. consumption per residence 
customer for 1941 was 1,072 kw.-hr.; 
for 1940, 1,027 kw.-hr., up 45 kw.-hr. 

It estimated that about $32,000,- 


I 
OOO was } | ] 


spent in this district tor elec- 
trical appliances during 1941, or about 
$43 per home Phe record of sales 


= 
ws a considerable 





increase over 


fewer dealer salesmen employed and 
dealer advertising has decreased. The 
credit 
affected dealer sales volume seriously, 


restrictions imposed have not 
however. 

The utility has a 
program planned for the rehabilitation 
electrical 
under 


comprehensive 
yf major equipment and 

to develop a 
on other appliances. 
The Pacific Gas and Electric Company 
plans no reduction in the number of 


plans are way 


dealer program 


salesmen employed and will maintain 
in its advertising a general coverage 
of appliances, but no “action compel- 
ling” 


copy. No cooperative advertis- 


ing is on the program. Twenty home 
service girls will carry on a promotion 
similar to that of last year. 

The necessity of maintaining a fluid 
and flexible program for 
yeal 1s emphasized by general sales 

anager O. R. Doerr. He says, “Ap- 
civilian use will undoubt- 


the coming 


piiances tor 
t 


dly be greatly curtailed next year and 
ur operations, accordingly, will be 
somewhat streamlined to compensate 


general, our 
conform to a program 
geared to ‘all out’ This 
means the elimination of merchandise 


for this situation In 
policy will 
detense. 
having induce- 


campaigns customer 


ments and certain type of action-stim- 


ulating features. In every other way 


at our command, however, we will 
do everything possible to maintain and 
increase our domestic load. Some ap- 
pliances of all kinds will probably be 
ivailable and small 


critical materials may be 


others using 


amounts of 
ivailable in considerable quantities.” 


(For 1942 estimates see note page 21) 


UNIT SALES OF ELECTRIC APPLIANCES 1940 AND 1941, 
WITH FORECAST FOR 1942 


1941 1940 
Ranges 7,850 5,697 4,710 
Water Heaters 4,000 3,341 1,800 
Refrigerators 90,000 77,536 45,000 
Washers 57,800 43,972 28,900 
lroners 12,000 8,021 6,000 
Cleaners 35,000 34,382 17,500 
Radio Sets 183,000 172,504 137,250 
Aux. Air Heaters 5,500 7,401 2,800 
Major Air Heaters 1,600 1,667 800 
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Estimated Percentage Estimated 


1942 Replacements (1941 sales) Saturation 12 /31 /41 


15 9.6 
10 5.7 
25 58 4 
30 63.4 
a 10.2 
60 58 0 
90 94.2 
50 — 


OTHER CALIFORNIA DISTRICTS 


Pasadena Reports 
Consistent Demand 


PASADENA, California, reports no 
marked increase in business during 
1941 over 1940 and looks forward to 
little change in 1942. The Municipal 
Light and Power Department serves 
33,490 customers, of which 28,700 are 
domestic and 4,740 commercial. In- 
crease in the number of homes served 
during the year was 540. The indus- 
tries located in the community are all 
small plants, including such items as 
precision instruments and sport shoes. 
During the year dealers in the com- 
munity sold 225 electric ranges, 95 
electric water heaters and 2,150 re- 
frigerators. The quota for 1942 is set 
at 260 ranges, 40 water heaters and 
2,000 refrigerators. No prediction is 
made as to deliveries. Dealers report 
that they will carry on but may have 
to reduce sales staffs owing to lack of 
materials available. The city depart- 
ment does no merchandising and has 
no specific dealer cooperation plan. 
Good will advertising will be carried 
on as usual. To encourage the recon- 
ditioning of old equipment, “at cost” 
servicing is offered on 
brought to the shop. 


appliances 


No Change in Alameda 


BUSINESS in Alameda, California, 
was better during 1941 by at least 10 
per cent than during 1940, and 1942 
is expected to keep up about the same 
pace, owing to the defense projects 
located in the vicinity. Shipbuilding 
plants, a U. S. Naval Air Station 
and a U. S. Coast Guard station will 
call for increased housing and _ in- 
fluence the appliance demand. The 
3ureau of Electricity of the City of 
Alameda serves 11,600 residence cus- 
1,120 commercial, 361 indus- 
trial and has 120 city meters. The 
innual consumption of elec- 
tricity per customer was 
1,104 kw.-hr. during 1941, an increase 
of 24 kw.-hr. over the 1940 figure of 
1,080 kw.-hr. Sales by dealers during 
1941 included 130 electric ranges, 5 
electric water heaters, 250 refrigera- 
tors, and 350 I.E.S. lamps. About an 
equivalent number, it is expected, will 
be sold during 1942, limited only by 
possible curtailment of supply. The 
3ureau foresees no marked changes in 


tomers, 


average 


domestic 


dealer set-up and does not plan any 
change in its own present system of 
cooperation. It will share in dealer 
advertising as during the past year. 


Imperial Irrigation 
Dealers Expect Cut 


GENERAL business conditions in the 
primarily agricultural district served 
by the Imperial Irrigation district 
were better during 1941, but shortage 
of materials is expected to slow elec- 
tric appliance sales considerably dur- 
ing 1942. This district serves 11,300 
customers, of which 5,770 are domes- 


JANUARY, 


tic, 3,710 ‘rural and 1,820 commercial. 
The number of homes served increased 
by 301 during the past year. The 
average annual kw.-hr. consumption 
per domestic customer was 1,520 kw.- 
hr. for 1941, as against 1,500 kw.-hr. 
for 1940. 

Dealer sales during 1941 included 
100 electric ranges, 75 electric water 
heaters, and 300 refrigerators. Total 
expenditure per home for electric ap- 
pliances is estimated at about $100 for 
the year. Quotas for the coming year 
have conservatively been set at about 
30 per cent of this figure, allowing 
for 30 ranges, 25 water heaters and 
100 refrigerators. 


Glendale Plans Reduc- 
tion in Sales Activities 


THE largest part of the merchandis- 
ing is to be left to dealers during the 
coming year by the City of Glendale. 
This municipal utility serves 31,555 
customers, of which 26,400 are resi- 
dential, 140 rural and 5,015 commer- 
cial. The number of homes served in- 
creased by 1,265 during the past year. 
Industries of the city include some 
light marufacturing and aircraft ac- 
cessories. Business during 1941 was 
very close to that of the previous year. 
Records of appliance selling show 
that 550 electric ranges were added to 
the lines, 300 of them sold by dealers 
and 250 by the utility. Dealers sold 
12 electric water heaters and the 
utility sold 5. Utility activities in 
this field are to be curtailed during 
1942. The quota has been set at 50 
ranges by the utility and 250 by deal- 


ers, with perhaps 10 water heaters 
sold through dealers channels. The 
department is not planning to pur- 


chase further new appliances and will 
continue in the selling field only so 
long as its old stock remains. 


Burbank Continues to 
Cooperate 


BUSINESS tripled in the city of Bur- 
bank, California, during the past year, 
due to the aircraft industry. The 
Public Service Department of the city 
serves 15,150 domestic customers and 
1,300 customers. The 
number of homes served increased by 
2,729 during the past year. Among 
the appliances sold during 1941 are 
reported 600 ranges, 90 electric water 
heaters and 2,000 refrigerators. It is 
expected that the demand will con- 
tinue to increase during the coming 
year, but that lack of supply will in- 
evitably cut down the volume of sales 
of these major appliances to some 
extent. The department plans no 
changes in its present dealer set-up, 
announcing that it will “continue to 
give dealers full coopera*ion”. Adver- 
tising is to continue on a normal 
schedule. The department states that 
it is doing everything possible to en- 
courage the reconditioning of old ap- 
pliances as a defense measure. 


commercial 
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- LOCAL MARKET DATA (Pacific) 
= | 
PORTLAND OREGON tomers, of which 130,600 are resi- about 350 dealer salesmen employed 
’ _ dence customers (43,500 of these in this territory, which represents a 
, ' e rural), 3,000 other rural accounts, and decrease of about nine per cent dur- 
” Portland s Dealers Will Carry On 14,530 commercial customers. The in- ing the past three months from the 
: crease in the number of residence cus- _ peak of 385 reached earlier in the year. 
he 36,341 domestic customers on the tomers for the year was 5,641. The The power company contributes $4 
19 lines of Northwestern Electric bought average annual consumption of elec- in advertising expense for each range 
‘0 $2,870,500 worth of appliances in 1941 tricity per residence customer was and $7.50 for each water heater sold 
1,700 kw.-hr. for 1941, an increase of and connected by dealers, the contri- 
ae eee ; : [ if L . 182 kw.-hr. over the 1940 figure of bution this year amounting to approxi- 
led USINESS in the territory of the The Northwestern Electric serves 1518 kw--hr. mately $40,500. Dealer cooperative 
ter Northwestern - Electric Company, 42,7 16 customers, of which 36,341 are A rough estimate of dealer sales for activities during 1941 included this 
tal one of the utilities serving Portland, residence customers (5,000 of these in this district was $8,500,000, or about range and water heater advertising 
Ap- Oregon, and vicinity, was excellent rural districts) and 5,578 commercial $45 per home served. Record of unit allowance; new user cooking classes 
ior during 1941. Plans for the coming customers. The number ol residences sales shows actual figures for ranges held in the power company electric 
car year, however, are to be started cau- served increased by 2,201 during the and water heaters installed on P.G.E. kitchen every Wednesday except dur- 
om tiously, gathering speed as conditions past year. The average annual con-  Jines, with estimates for other ap- ing July and August; dealer salesmen 
ing make that possible. Says Jas. B. Bu- sumption of electricity per residence pliances. training classes, maintenance of a 
ind man, | manager Utilization Bureau, customer was 1,662 kw.-hr. during Dealers who formerly were special- home economics department of six 
“Uppermost in our minds and upper- 1941, or 133 kw.-hr. more per home  jsts in one or more of the major ap-_ girls; and other assistance of a gen- 
most in our plans is the necessity of than the 1940 figure of 1,529 kw.-hr.  pliances only, have been encouraged eral nature. No major changes are 
c- cooperating in the national defense It is roughly estimated that North- to take on lamp socket appliances and contemplated in this program during 
4 program. All of our plans tend in western customers spent about $2,- to add LE.S. lamps and light condi- the near future. 
Ss i this direction and give it first con- 870,500 for electric appliances during tioning centers. There are at present (For 1942 estimates see note page 21) 
lis- sideration. In an emergency of this 1941, or about $79 per home. This 
the kind no one can readily predict for was all of it dealer sales, as the power UNIT SALES PORTLAND GENERAL ELECTRIC DISTRICT, 1941 AND 1940 
“a i more than 30 days ahead... We be- companies in this region do no mer- WITH FORECAST FOR 1942 
cee lieve, however, that a lot of the cry chandising. Unit sales show a con- Estimated 
oe i and fear that we will not get any mer- siderable increase in the sale of major Estimated Per Cent Per Cent 
ne chandise is a little bit of hysteria. appliances. 4 . ae eat Saturation, 
ll | Merchandise, particularly that made Chere has been no recent change in 1941 1940-1948 (1941 sales) 1941 
fo / of metal, must be limited. We do the number of dealers serving this ter- ae: aie came oe * - . 
it : not know what the limitation will be— ritory, nor in their policies of ntver- aca. 12000 11.200 6500 99 so 
: ac > ken < ans s sing < — © ’ . / coe x / ‘ 
nat ) wetheagrhag sat pa P me wn ~ tt 8 ane _ " es re - Washers 8'500 8175° 4,500 38 64 
ie year are bas 1 a 50 per cent de- salesmen are employed. To date the ones... 1,000 800 750 rr 94.5 
sa livery in our territory... . Being in source of supply for salesmen has not (Cjegners.............. 7,000 6,400 3,750 50 66 
ai a defense area, we look for home con- been a serious problem. Dealer PrO- Radio Sets. . 22,000 20,000 12,000 50 105 
nye struction to continue about the same motion representatives of the utility Air Heaters. . . 1,500 1,250 875 oe \ Plt ekSews 
, as last year. Our plans will take into help in salesmen training. Credit re-  1.E.S. Lamps... 17,000 16,500 8,750 ; 59 
sa consideration every means to assist strictions have resulted in some de- * Assuming 50 per cent deliveries. 
sold the present appliance dealers to keep crease in sales volume. Dealer service 
the them in business in the event that departments show about a 20 per cent 
Pe they are unable to continue with suffi- increase and more are making plans. EASTERN OREGON 
= cient electrical appliances. I believe The utility will encourage repair and 
od most of them can reduce their ex- service through dealers. As was in- Power Company Quits Merchandising on Jan. 1. 
eal penses, and we will encourage ap-_ dicated in the record of unit sales, the 
te pliance repairs and servicing exten- year was the greatest in sales volume 6,750 residential customers of the Eastern Oregon 
” sively. We believe, also, that added of any in the history of dealers in this - Light & Power bought $302,000 worth of appliances 
an lines of household items may be neces-_ territory, purchases amounting to 3 9 : PP 
will sary for them. We look forward to a about $79 per average customer. in 1941; upped average kw.-hr. use to 1,159 annually 
so : . : sre aepe~ 
goed: year im sptte of ah Tentiatons. (For 1942 estimates seo note page 2!) LANS to discontinue merchandising this territory during the year, $220,000 
UNIT SALES OF APPLIANCES, NORTHWESTERN ELECTRIC TERRITORY, and to stop the free neg elec = through dealer channets, or = 
to 1941 AND 1940, WITH FORECAST tric ranges as of January 1, 1942 have $4 per home. Record of unit sales 
been announced by the Eastern Ore- for the year shows a marked increase 
Estimated Per Cent Estimated gon Light and Power Company, with in range and water heater sales. 
— | 104 _— 1908° pe ye ag B i send headquarters at Baker, Oregon. This It is estimated that of the 1941 sales, 
ay qj sales) turation utility serves 8,551 customers, of 10 per cent of the range sales were 
The = a A yo yo a = as which 6,750 are residential (860 of replacements, 20 per cent of the re- 
olen ho rang an ann asen 4 548 these rural) _and 1801 commercial. frigerators, 30 per cent of washer 
a a. 4,029 3,332 2/290 30 69.6 he increase bas the number of domes- sales, 25 per cent of the vacuum clean- 
The Sonn 2,697 2,639 1,480 50 67.2 tic customers during the year was ers and 50 per cent of the radio sets. 
1 by Radio Sets... 9,727 11,595 5,350 95 107.2 116. Average annual consumption of Saturation percentage as of December, 
aaa 1.E.S. Lamps. . 8,838 9,095 4,860 20 35.3 electricity per domestic customer was 1941 is given as: Ranges, 3; water 
io . * Based on an estimate of 50 per cent deliveries. 1,159 kw-hr. for 1941, as against heaters, 13; refrigerators, 173 wash- 
rater t Saturation figures are based on a field survey of 18,375 customers made in 1938-39 and = 1,56 for 1940. ers, 95; ironers, 9; cleaners, 75; radio 
It is revised to date. In addition, 9.7 per cent of the homes visited owned ironers and 9.4 per It is estimated that about $302,000 sets, 96; air heaters, 5. 
pon cent of them owned air heaters. was spent for electric appliances in (Continued on page 66) 
ning UNIT SALES OF ELECTRIC APPLIANCES, 1941 AND 1940, 
in- | 
dvs i 130,600 residential customers of the Portland i ats — — iniai 
ompand / General Electric bought $8,500,000 worth of Company Dealers Total Company Dealers Total Dealers 
on appliances; upped kw.-hr. use to 1,700 average Ranges 220 123 343 182 7 253 200 
t-up, Water Heaters 176 60 236 142 22 164 150 
den | ETAIL business in the Portland, A. C, McMicken, general sales man- —— = a oo _ ro ie a 
onal : Oregon district was up 23.4 per ager of the Portland General Electric toners 20 4b 66 23 56 719 50 
that | cent during 1941, with electric ap- Company, but only about 50 per cent Cleaners 16 180 196 30 235 265 150 
: on : pliance sales correspondingly high. deliveries are assumed in setting Radio Sets a 867 867 cal 1,090 1,090 500 
1 ap- The demand is likely to increase dur- quotas. Air Heaters 10 25 35 15 33 48 30 
ing the coming year, according to This company serves 146,100 cus- _ 1.E.S. Lamps 110 432 542 118 610 728 500 
q 
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A view of the drafting room of the Boeing airplane plant at Seattle, Wash. 
Plans for tomorrow's bombers are coming off these tables (Ewing Galloway) 


PUGET SOUND AREA 
Demand Will Continue, Says Western Washington 


196,000 residential customers of the Puget Sound Power 
& Light used an average of 1,700 kw.hrs. in ‘41; all 


appliance sales went through independent dealers 


B! AUSE mucl ; ‘ territar 11 refrigerators Dealer sales col 
> =) ] ye. 


I _ I ZN ing 8.500 water 
: | ( ’ ve ‘ 33.000 re era we 
\\ og } } iDle elow 
. It is ighly es 1 that about 
R P will F $8,390,750 was spent for electrical ap 
g durit g uri iring 1941 by customers on 
} ) ill l the Puget Sour 1 Power & 
ike | ont pany ibout $4? 70 per 
~ c hie 
ff é ( Dur 1942 the npany plans t 
¢ ‘ yy iinta it leale conta e and 
The Pug Sou & Ligh follow much the same policy in ad 
Company ) é 221, 800 cus \ ng as previously According to 
é \ 196,50 e residence Henry R. Kruse, sales promotion man- 
istome i 4.400 ne il cus iger, “It i mtemplated that the 1942 
( [1 imbe ules program will give principal con- 
esti ustomers during the year was sideration to assisting customers and 
16,740. 1 4 iverage annua leale to adapt their requirements to 
KW I p residence us the needs t the present emergency 
é 1,700 kw ymipare he dealer cooperative activity will 
ll kw.-hr. during 1940 mtinue with an educational program 
Effective January 1, 1941, the cor lesigned to inform dealers concerning 
‘ ntinus le electrical equipment, rates, service, 
itside of the City of nd so forth. Encouragement will be 
Seattle le ting ts effort to dealet given to repair and rehabilitation of 
perative activity Company met existing equipment as a means of fill 
194 unted to ing in the vacancie reated by the 
S00) heaters and lack ot sufficient new equipment 
UNIT SALES OF ELECTRIC APPLIANCES 1941 AND 1940, 
WITH FORECAST FOR 1942 
Estimated Percentage Estimated 
1941 1940 1942 Replacements (1941 sales) Saturation 12 31/41 
Ranges 13,300 9,316 8,760 41 6 35.0 
Water Heaters 9,650 4,931 6,680 19.3 17.4 
Refrigerators 33,400 22,716 15,180 47 59.6 
1.E.S. Lamps 20,000 20,581 


WASHINGTON 
Utility Quits Merchandising 


Dealer Selling Encourages 


61,703 domestic electric customers of the 
Pacific Power & Light bought $4,104,835 
worth of appliances—93 per cent from dealers 


LTHOUGH estimating that sales of 

electrical appliances will be cut more 
than fifty per cent on account of short- 
ige of supply, the Pacific Power and 
Light does not intend to 
drop its contacts with the customer. 
Says B. D. Leonard, commercial man- 
iger, “Briefly speaking, the sales job 
of the Pacific Power & Light Com- 
pany in 1942, and I think it applies 
to every other electric utility in the 
United States, will be to sell to its 
customers the American way of free 
enterprise as compared with any at- 
tempts to socialize the industry. We 
take a certain amount of pride in the 


achievements of past 


Company 


years as indi- 
cated by the average kw.-hr. consump- 
tion, saturation of appliances and low 
rates, and I think we need now to tell 
this story extensively so it will be 
appreciated, rather than to continue 
our sales effort along the same lines 
which have brought about this con- 
dition over a period of years.” 

The Pacific Power & Light Com- 
pany serves 73,596 customers, of which 
61,703 are domestic (12,740 of them 
rural) antl 8,738 commercial. Increase 

the number of residence customers 
this year amounted to 942. The aver- 
ige annual consumption of electricity 
per residence customer for 1941 was 
1,800 kw.-hr., up 111 kw.-hr. over the 
1940 figure of 1,689 kw.-hr. 

It is estimated that about $4,104,835 
was spent in this territory for domes- 
tic electric appliances, 92.7 per cent 
of it going through dealer channels, 
7.5 per cent 


This averaged about $66.70 per home 


being company sales. 


served. The power company gave up 
direct merchandising in the fall of the 
year in dealers first 
the dwindling supply of 
electrical appliances. Figures for unit 
sales of appliances indicate that dealer 
selling made up for the difference. 


order to give 
chance at 


Che company’s lighting program for 


the year brought satisfactory results 


in higher levels of illumination and in- 
creased use of service. It is expected 
that the present emergency will pre- 
vent normal load development plans 
in this field as in others. During 
the year nine salesmen were employed 
in commercial cooking work, specializ- 
ing in counter cooking devices. Their 
direct sales calls, supplemented by 
direct mail advertising brought an 
estimated load increase of 5,000 kw. 
Evaporative cooler installations are re- 
ported from 300 commercial estab- 
lishments, 362 homes and 4 industrial 
plants. Twenty-seven air condition- 
ing installations involving refrigera- 
tion are reported in homes and 10 in 
the commercial field. 

Dealers in this territory employ 
about 700 salesmen and have as yet 
shown no tendency to decrease this 
staff. The power company assists by 
referring applications to dealers and 
have released some of their own sales- 
men to retail stores. They have held 
dealer salesmen training schools from 
time to time. Dealers in this district 
are sensing the opportunity in the 
service field and it is estimated that 
about 10 per cent more of them than 
formerly now provide appliance serv- 
The utility has 
done nothing to further this work as 
yet, but plans an 
paign in 1942 encouraging the recon- 
ditioning of old appliances as a de 
fense measure. 

Events of 1941 included a Revenue 
Recovery Drive following a $440,000 
rate reduction effective in May, 1941. 
During the 90-day drive, 33,022 sepa- 
rate customers were visited by sales- 
men advising them of their personal 
savings and the increased use possible 
without increasing bill. 

Most important event, of course, 
was the retirement of the utility from 
direct merchandising, decreasing the 
sales staff and directing efforts toward 
encouragement of dealer selling. 

(Continued on page 69) 


ice in their stores. 


advertising cam- 


UNIT SALES OF ELECTRIC APPLIANCES, PACIFIC POWER & LIGHT 


TERRITORY WITH 


FORECAST FOR 1942 


(For 1942 estimates see note page 2!) 


1941 

Com- Deal- 

pany ers Total 
Ranges 761 2,768 3,529 
Water Heaters 563 1,575 2,138 
Refrigerators 647 9,965 10,612 
Washers 505 6,710 7,215 
lroners 155 522 677 
Cleaners 165 2,644 2,809 
Radio Sets 12 16,705 16,717 


1.E.S. Lamps 1,062 16,779 17,841 


It is figured that 1941 sales included the following percentage of replacement sales* 


1940 1942 
Com- Deal- Com- Deal- 
pany ers Total pany ers Totat 
961 1,676 2,637 15 1,377 1,402 
573 1,015 1,588 10 747 757 
916 8,177 9,693 15 4,132 4,147 
703 6,114 6,817 20 2,881 2,901 
236 331 567 5 183 | 188 
181 2,767 2,948 6 879 [883 
36 16,101 16,137 6 6,000 6,006 


1,125 16,387 17,512 563 12,494 13,057 


Ranges-30; Water Heaters-5; Refrigerators-20; Washers-40; lroners-1; Cleaners-40; Radio 


Sets-65; 1.£.S. Lamps-10. 
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DEMAND PERFORMANCE, Typical group of 150 
dealers and salesmen attending a performance 
of Easy’s two-act playlet, “Double Your Money 
Back” (or How to Sell Spindriers.) Six “road 
companies” have presented the sales training 
skit before a total audience of more than 6,000. 





S 


~~» “SCHOOL BELL” RINGS UP PROFITS FOR DEALERS 
+ 


as retail salesmen flock 


to EASY sales training classes ! 


HAT do you mean you can’t teach an “old dog” new tricks? Today more 

than 4500 retail salesmen—experts as well as beginners—are learning 

new ways to sell top-quality washers ina nation-wide, sales training cam- 
paign sponsored by Easy. And as a result, salesmen and dealers are pocketing 
dollars that otherwise would have been lost through the washer shortage. 


Months ago Easy recognized that dealers were going to have to sell more top- 
quality washers in order to maintain profits. But we also knew that many salesmen 
had little experience with this type of sale. 

So we set out to train these men for you. Built around Easy’s Spindrier line, our 
campaign got under way with the development of our “Miracle Minute’’ Demon- 
stration. Next came formation of a Spindrier sales club, with defense bonds as 
prizes. Following that, we presented a two-act playlet “How to Sell Spindriers”’ 
to dealer-salesman audiences from coast to coast. And now “follow-up” classes 
are in progress all over the country. 


What does it all add up to? Easy Spindrier sales have increased 155% .. . Easy 
dealers’ unit-of-sale has skyrocketed! So if you're an Easy dealer, and aren't among 
this group, better get going now. te 

g P - - £ R YOU CAN'T SELL UNLESS YOU KNOW! 4 factory representative instructs a group of 
This sales training activity is part of Easy’s 3-point “Look Ahead” plan which retzil salesmen i» the operation of an Easy Spindrier. This washer saves time and 
also includes a new product research program and a new advertising campaign. labor through all 5 steps of wasbday—washing, rinsing, “wringing”, drying and 


s . ks S 2 : z : ironing. And in small training groups like this, salesmen are taught how to drama- 
Ask for details. Easy Washing Machine Corporation, Syracuse, N. Y. tize each of these advantages. 


HIGH-UNIT SELLING MADE EASY BY PLANNED TRAINING PROGRAM 


OPENING GUN in the sales training campaign was STREAMLINED TEXT-BOOK! This “turnover” was prepared as an WOW TO FIGURE YOUR PROFITS! Want to know what 
Easy’s ““Miracle Minute’? Demonstration Book. In pic- easy-to-use Spindrier text-book for small training groups. Recentl) unit-of-sale you need today to equal last yeur’s profits? 
ture form, it tells a complete Spindrter sales story in 60 introduced, salesmen think it’s so good that dealers have ordered This book tells you. And it also tells how to get that unit- 
seconds. Serves as self-instructor, floor, home demonstrator. quantity lots for consumer use. of-sale. Ask to see it. 


BETTER WATER REMOVAL 


“SOMEBODY IS DOING 

SOMETHING ABOUT IT!” 

WASHING SUPERIORITY This is the first of a 

series of picture stories 

showing you how Easy 

is helping you meet to- 

day's problems and pre- 

pare for tomorrow. 
Don’t miss them! 


pimp aie® 











THE SPOTLIGHT’S ON NUTRITION... AND LOOK WHO’S 


IN THE SPQTLIGHT! 







COPYRIGHT 1947, THE MODERN KITCHEN SUREAU 
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é _— has gone “‘all out’’ for nutrition. Magazines and "tstdnag et MO a 


. ° — P *ScoormG up Fuer 
newspapers are packed with articles on the nation’s \ i 

a ;, , oss 
nutritive needs. This new enthusiasm for wholesome, healthful hele eal 


food turns the spotlight squarely on electric cooking. 


The electric range industry grasps this great opportunity 
by announcing a continuous, year-round campaign of colorful 


national advertising that is right in step with the public interest. eae ee a 


Featured by three sprightly characters who are destined 
to become three of the best salesmen electric cooking has 
ever had, the ads appear in four leading women’s and 
home service magazines throughout the year. Watch for the 
MKB's 1942 Electric Range Plan Book. It tells you how 
to gear your local promotions into the national campaign. 


For further details, write: 


THE MODERN KITCHEN BUREAU + 420 Lexington Ave., New York, N. Y. 
PARTICIPATING MANUFACTURERS: 


ESTATE - GENERAL ELECTRIC - GIBSON - HOTPOINT - KELVINATOR - MONARCH 
WORGE + QUALITY - STEWART-WARNER - UNIVERSAL ~~ WESTINGHOUSE 


ELECTRIC 
RANGES 


° 
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CONTINUED FROM PAGE 66 


LOCAL MARKET DATA (Pacific) 





SEATTLE, WASH. 


Seattle Hopes for No Range Curtailment 


Average kw.-hr. use per home jumped from 
1,703 in "40 to 2,100 in 1941 among the 
96,000 residential customers of municipality 


ITH the greatest business year in 

history just behind it, the Depart- 
ment of Lighting of the City of Seattle 
hopes for no curtailment in the sale 
of electric ranges for the coming year, 
because of the fact that this is one of 
the leading defense areas of the coun- 
try and because electricity is the estab- 
lished medium for cooking for over 
half of its customers. They are not so 
optimistic about the automatic storage 
tank electric water heater, as there has 
already been considerable tightening 
of the supply in this field. Future pro- 
gram of the department will continue 
to be promotion of electric cooking 
and water heating. 

This utility serves a total of 96,000 
customers, of which 82,630 are resi- 
dential. Commercial customers totaled 
12,060, the rest being industrial. In- 
crease in residential customers during 
1941 was 2,480. Ranges and water 
heaters sold by the dealers and the 
utility this last year accounted for ap- 
proximately 30 million additional kilo- 
watt-hours over last year. The average 
annual kw.-hr. per domestic customer 
went up nearly 300 kw.-hr. per home, 
reaching 2,100 kw.-hr. for 1941 as 
against 1,703 kw.-hr. for 1940. 

Sale of electric ranges during the 
year was up 50 per cent, and of water 
heaters up 75 per cent. Predictions for 
the coming year are optimistic. 

It is estimated that about 30 per 
cent of 1941 sales of both ranges and 
water heaters were replacements. The 
estimated saturation figures for 1941 
are: electric ranges—55 per cent; 
electric water heaters—31 per cent; 
refrigerators—50 per cent. 

Of the electric water heaters sold 
during 1941 3,300 sold by the City 
Light were of the tank type. Dealers 
sold 1,500 of this type, making the 
total for tank type heaters 4,800. It is 
hoped that electric ranges may be ob- 
tained to meet the full demand for 
1942, but the above quota for electric 
water heaters may be cut as much as 
50 per cent by lack of supply. 

As yet the department reports no 
change in the number of dealers serv- 
ing its territory, but states that floor 
displays in dealer stores have been 
drastically cut. 

Dealer advertising has been consid- 
erably curtailed. The City Light has 
made no change as yet in its dealer 
set-up or merchandising plans but is 


diversified 
through dealer 
department advertising 
and dealer contacts. 

During the past year the depart- 
ment’s dealer contact man has assisted 
dealers in obtaining salesmen. The 
City Light furnishes to dealer sales- 
men printed information relative to 
installation and cost of operation of 
electric cooking, water heating and 
other domestic services. Home service 
girls assist in training men by conduct- 
ing dinners and demonstrations for 
distributors and their dealer salesmen. 
Floor cooking schools are conducted 
for dealers to increase floor traffic and 
assist salesmen. An increased program 
of advertising is planned by the City 


encouraging the sale of 
electrical equipment 
channels by 


Light Department for the coming 
year, 


No special program of recondition- 
ing old appliances for resale has been 
undertaken by either dealers or utility, 
but the department is continuing the 
policy it has always maintained of re- 
conditioning trade-in ranges for re- 
sale. Dealer salesmen now number 
about 200 and City Light maintains 
one of the largest sales staffs in its his- 
tory. Should supply of electric water 
heaters or ranges be markedly cur- 
tailed, however, the number of com- 
mission salesmen employed would be 
decreased. The department employs 
three home service girls who will dur- 
ing the coming year add to their ac- 
tivities in teaching nutrition and low 
cost menus and will tie in with govern- 
ment and university educational pro- 
grams in the field of home diets. 

This continues the program which 
was initiated during 1941, during 
which the department sponsored a 
series of eight demonstrations in its 
auditorium on “Nutrition for National 
Defense,” emphasizing such factors as 
proper cooking for the retaining of 
vitamins, proper food preservation and 
cost accounted menus. The department 
this year repeated its successful church 
cooking schools, joined in the golden 
anniversary celebration of Hotpoint 
dealers, maintained a model electric 
kitchen in the permanent exhibit of 
Master Builders, participated in the 
third annual Housing Show, and par- 
ticipated in various national conven- 
tions with displays of commercial 
cooking and electric water heating 
equipment. 


SALE OF APPLIANCES BY UNITS, 1940 AND 1941 AND PREDICTION FOR 1942 
(For 1942 estimates see note page 21) 


1941 


1940 1942 


Company Dealers Total Company Dealers Total Company Dealers Total 


Ranges 3,600 4,200 7,800 2,805 2,382 5,187 3,000 4,000 7,000 
Water Heaters 3,650 1,650 5,300 2,365 648 3,013 3,000 2,000 5,000 


Refrigerators 800 no record 


704 no record 
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SPOKANE, WASHINGTON 


Utility to Discontinue Active Promotion 


74,051 domestic electric customers of the 
Washington Water Power Company bought 
$5,043,000 worth of appliances in 1941 


HE Washington Water Power Com- 

pany plans the discontinuance of the 
active promotion of appliance sales 
during 1942 as a move to meet the 
emergency conditions facing the indus- 
try. This utility serves 85,854 cus- 
tomers in all, 74,051 of them being 
domestic (7,073 of these rural) and 
10,092 commercial. The increase in 
the number of homes served during 
the year was 1,452. The average 
annual consumption of electricity per 
domestic customer was 2,405 kw.-hr. 
for 1941, 2,284 kw.-hr. for 1940, an 
increase of 121 kw.-hr. 

It is roughly estimated that about 
$5,043,004 was spent for electrical ap- 
pliances in this territory during the 
past year, or about $68 per home 
served. The unit sale of appliances 
showed a definite increase in practically 
every item. 

Results of the 1941 lighting program 
are reported as “very good.” Plans 
for the coming year are undecided in 
this field. Evaporative cooler instal- 


lations were reported to the number 
of 500 and 30 air conditioning jobs 
including refrigeration, all of them in 
commercial establishments. 

During the year the power company 
reduced its rates by 13.2 per cent. The 
sales program for 1941 was designed 
to win back some of this income, carry- 
ing out the theme of a Better Living 
Revue. The power company, as of 
December 1941, employed 61 salesmen 
in the domestic field and 22 home serv- 
ice girls. There were about 335 deal- 
ers serving this territory, no reduction 
from previous years. 

About 4,682 kw. in industrial load 
was added during the year. Not much 
expansion in this field is looked for 
during 1942. In general, it may be 
said that the utility looks forward to a 
sharp curtailment of appliance selling 
due to a shortage of materials. Its own 
plans are still somewhat indefinite but 
include giving up the active promotion 
of appliance sales. 

(Continued on page 71) 


UNIT SALES SPOKANE ee eee AND 1940 WITH FORECAST 


(For 1942 estimates see note page 2!) 


1941 

Com- Deal- 

pany ers Total 
Ranges........ 630 5,158 5,788 
Water Heaters... 628 3,395 
Refrigerators. . . 113 13,369 13,482 
Washers... .. 173 7,349 17,582 
Cleaners. ... 3,159 3,159 
Radio Sets 19,046 19,046 


1.E.S. Lamps. . . 


Com- 
pany ers Total pany ers Total 
753 3,372 4,125 176 1,444 1,620 
4,023 1,044 2,213 


4 -.. 19,264 19,264 ..... 
2,028 13,322 15,350 2,361 13,092 15,383 507 


1940 Forecast for 1942 


Deal- Deal- 


Com- 


3,257 126 679 805 


211 9,769 9,980 42 4,946 4,988 
206 6,149 6,355 52 2,205 2,257 
2509 S509 ..... 948 948 


5,714 5,714 
3,330 3,837 


Trade-in appliances are not included in these figures. 





This is the body production line at Boeing aircraft plant in Seattle, Wash. From 
here planes go to final assembly points (Keystone photo). 
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Defense Saving 






vol untary helps workers provide for the future 
pay-roll 
allotment | 
plan helps defend America today 


helps build future buying power 





This is no charity plea. It is a sound business proposition that 
vitally concerns the present and future welfare of your company, 
your employees, and yourself. 

During the post-war period of readjustment, you may be faced 
with the unpleasant necessity of turning employees out into a 
confused and cheerless world. But you, as an employer, can do 
something now to help shape the destinies of your people. 
Scores of business heads have adopted the Voluntary Pay-roll 
Allotment Plan as a simple and easy way for every worker in 
the land to start a systematic and continuous Defense Bond 
savings program. 


Many benefits ... present and future. {tis 
more than a sensible step toward reducing the ranks of the 
post-war needy. It will help spread financial participation in 
National Defense among all of America’s wage earners. 

The widespread use of this plan will materially retard infla- 
tion. It will “store” part of our pyramiding national income 
that would otherwise be spent as fast as it’s earned, increasing 
the demand for our diminishing supply of consumer goods. 

And don’t overlook the immediate benefit . . . money for 
defense materials, quickly, continuously, willingly. 


Let’s do it the American way! America’s talent for 
working out emergency problems, democratically, is being 
tested today. As always, we will work it out, without pressure 
or coercion .. . in that old American way; each businessman 
strengthening his own house; not waiting for his neighbor to do 
it. That custom has, throughout history, enabled America to 
get things done of its own free will. 


In emergencies, America doesn’t do things 
**hit-or-miss.”” We would get there eventually if we 
just left it to everybody’s whim to buy Defense Bonds when they 
thought of it. But we're a nation of businessmen who under- 
stand that the way to get a thing done is to systematize the oper- 
ation. That is why so many employers are getting back of this 
Voluntary Savings Plan. 

Like most efficient systems, it is amazingly simple. All you 
have to do is offer your employees the convenience of having 
a fixed sum allotted, from each pay envelope, to the purchase of 
Defense Bonds. The employer holds these funds in a separate 
bark account, and delivers a Bond to the employee each time 
his allotments accumulate to a sufficient amount. 

Each employee who chooses to start this savings plan decides 
for himself the denomination of the Bonds to be purchased and 
the amount to be allotted from his wages each pay day. 









Pay-Roll Allotment Plan 


How big does a company have to be? From 
three employees on up. Size has nothing to do with it. It works 
equally well in stores, schools, publishing houses, factories, or 
banks. This whole idea of pay-roll allotment has been evolved 
by businessmen in cooperation with the Treasury Department. 
Each organization adopts its own simple, efficient application 
of the idea in accordance with the needs of its own set-up 


No chore at all. The system is so simple that A. T. & T. 
uses exactly the same easy card system that is being used by 
hundreds of companies having fewer than 25 employees! It is 
simple enough to be handled by a check-mark on a card each 
pay day. 


Plenty of help available. Although this is your plan 
when you put it into effect, the Treasury Department is ready 
and willing to give you all kinds of help. Local civilian com- 
mittees in 48 States are set up to have experienced men work 
with you just as much as you want them to, and no more. 

Truly, about all you have to do is to indicate your willingness 
to get your organization started. We will supply most of the 
necessary material, and no end of help. 


The first step is to take a closer look. Sending in 
the coupon in no way obligates you to instal] the Plan. It will 
simply give you a chance to scrutinize the available material and 
see what other companies are already doing. It will bring you 
samples of literature explaining the benefits to employees and 
describing the various denominations of Defense Savings Bonds 
that can be purchased through the Plan. 

Sending the coupon does nothing more than signify that you 
are anxious to do something to help keep your people off relief 
when defense production sloughs off; something to enable all 
wage earners to participate in financing Defense; something to 
provide tomorrow’s buying power for your prod- 
ucts; something to get money right now for guns 
and tanks and planes and ships. 

France left it to “hit-or-miss” . . . and missed. 
Now is the time for you to act! Mail the coupon 
or write Treasury Department, Section A, 709 
Twelfth St. NW., Washington, D. C. 


FREE - NO OBLIGATION 








Treasury Department, Section A, 
709 Twelfth St. NW., Washington, D. C. 


Please send me the free kit of material being used by 
companies that have installed the Voluntary Defense 
Savings Pay-Roll Allotment Plan. 


Name 





Position 





Cc y 


» 





Adda 
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LOCAL MARKET DATA (Pacific) 





TACOMA, WASHINGTON 


No Change Planned by Tacoma Utility 


35,369 Domestic electric customers of the 
Tacoma Department of Public Utilities bought 


$500,000 worth of 
With an active year behind it, the 

Tacoma Department of Public Utili- 
ties serving the City of Tacoma looks 
forward to considerable loss of busi- 
ness during the coming year due to 
curtailment of supplies, but plans to 
make no marked change in its present 
program. The department serves a 
total of 40,667 customers, 35,369 of 
them domestic and 4,031 commercial. 
The increase in the number of homes 
served was 1,684 during the year. The 
average annual kw.-hr. consumption 
per domestic customer was 2,359 dur- 
ing 1941, an increase of 173 kw.-hr. 
over the 1940 figure of 2,185 kw.-hr. 

It is roughly estimated that about 
500,000 was spent for electrical appli- 
ances during the year, or from $20 to 
$25 per customer. Both utility and 
dealers showed a record of increased 
sales of ranges and water heaters. 
Nineteen hundred and forty-one sales 
of electric ranges amounted to 1,850, 
of which 1,100 were sold by the de- 
partment, 750 by dealers. The 1940 
record was 1,640 ranges sold, 1,040 by 
the department and 600 through dealer 
channels. Sales of water heaters in- 
creased from 1,333 sold in 1940 to 1,600 
in 1941. Department sale of water 
heaters was: 1941—1,000; 1940—900. 
Dealers sold 600 water heaters in 1941 
as against 433 in 1940. It is figured 
that about one in every 3.7 ranges 
sold was a replacement and that one 


appliances in 1941 

in every 4.5 water heaters went into 
a home already using electricity for 
water heating. Present saturation of 
electric ranges in Tacoma is estimated 
at 40 per cent; of water heaters, 20 
per cent. The department estimates 
that about 1250 electric ranges will be 
sold during 1942 (750 by the depart- 
ment and 500 by dealers); and 1,000 
water heaters (650 by the department 
and 350 by dealers). These figures 
are based on the belief that there will 
be about 50 per cent of the supply avail- 
able to meet the demand. 

The present emergency has cut 
dealer sales volume markedly, in some 
cases as much as 50 per cent. Dealer 
advertising has also been cut. There 
is, however, but little change in the 
number of dealers serving the com- 
munity. Dealers are doing little to 
meet the probable increase in demand 
for servicing, but the utility is salvag- 
ing parts from old appliances and in- 
creasing its service department to take 
care of the increasing number of calls. 
No change is planned in the depart- 
ment’s dealer set-up or merchandising 
policy for the coming year. The sales 
staff will remain about the same and 
the two girls in the home service de- 
partment will continue as formerly. 
Regular advertising will be main- 
tained, but the number of ads will be 
reduced. 


(For 1942 estimate see note page 21) 





ABERDEEN, WASHINGTON 


Grays Harbor Hopes for 75 Per Cent 
10,900 domestic customers of the utility 


bought $730,000 in 


ITH sale of electric ranges and 

water heaters through dealers this 
year more than double that of last, the 
Grays Harbor Public Utility District 
serving Aberdeen, Washington hopes 
for about a seventy-five per cent sup- 
ply next year to meet the continuing 
demand. This utility serves 13,000 
customers, of which 10,900 are domes- 
tic (1,750 of them rural) and 1,950 
commercial. Increase in domestic cus- 
tomers during 1941 was 476. Last 
year the average annual consumption 
of electricity per domestic customer 


appliances in 1941 


lower rates and increased use of the 
major appliances in the home, the 
average had risen to 918 kw.-hr. 

It is roughly estimated that about 
$730,000 was spent during 1941 by 
customers in this district for electrical 
appliances, or about $15 per home. 
The utility does no direct merchandis- 
ing but cooperates with dealers in dis- 
play and sales. Range sales through 
dealer channels are reported as better 
than double those of 1940, of water 
heaters better than three last 
year’s record, 


times 


(For 1942 estimate see note page 21) 


ELECTRIC APPLIANCE SALES BY UNITS, 1940 AND 1941, 
WITH FORECAST FOR 1942 


was 703 kw.-hr. This year, due to 
1941 1940 
Ranges 500 212 
Water Heaters 600 169 
Refrigerators 1,800 773 
Washers 1,000 not 
lroners 150 avail- 
Cleaners 400 able 
Radio Sets 2,000 
1.E.S. Lamps 800 


ELECTRICAL 


MERCHANDISING—JANUARY, 


Estimated Proportion 


Replacements Saturation 

1942 (1941 Sales) Percent 12/31/41 
400 2 15 
500 _ 5 
1,000 3 50 
500 10 75 
100 - 5 
400 10 50 
1,000 25 90 
500 — 35 


1942 


VANCOUVER, BRITISH COLUMBIA 


War Regulations Govern British Columbia Picture 


98,321 domestic customers of the B. C. 


Electric Railway on 


the mainiand bought 


$2,500,000 worth of appliances in 1941 


be spite of restrictions and discour- 

agement of buying in force during 
the past year, the volume of electric 
appliance sales continued fairly high in 
British Columbia. Next year, how- 
ever, will see further curtailment of 
production with the result that many 
of the electrical industry’s activities 
must be maintained on an almost day 
to day basis. 

According to W. C. Mainwaring, 
general sales manager of the British 
Columbia Electric Railway Company, 
Ltd., “The principal items which will 
affect both company and dealer sales 
activities and company promotion ac- 
tivities next year will be government 
regulations of all types and also the 
problem of what stock will be available 
for sale. Manufacturers have been 
placed on a quota basis, with maximum 
output very much less than the pro- 
duction in 1940 and, of course, there 
is no definite assurance that even this 
lower production can be maintained, 
as the raw materials needed may be 
required for more vital services. The 
government is doing everything in 
their power to discourage people from 
buying at the present time any item 
that is not considered an absolute 
necessity. The people of Canada are 
being asked to put all surplus earn- 
ings into Government War Savings 
Certificates, rather than go into the 
open market to purchase merchandise, 
of which there is already only a lim- 
ited supply.” 

The B.C. Electric serves 114,483 
customers on the mainland, of which 
98,321 are residence customers and 
16,162 commercial. About 16,523 of 
these residence customers are classed 
as rural. Very little change during 
the year in the number of residence 
customers served is reported. The 
average annual consumption of elec- 
tricity per residence customer during 
1941 was 922 kw.-hr., up 13 kw.-hr. 
over the 1940 figure of 909 kw.-hr. 


During the past year about $2,- 
500,000 was spent for domestic electric 
appliances in this territory, or $25.50 
per home served, about 80 per cent of 
it going through dealer channels. 

It is illuminating from the stand- 
point of those who are just beginning 
to feel the pinch of restrictions on this 
side of the border that the number of 
appliance dealers in the British Co- 
lumbia territory has not lessened mark- 
edly under two years or more of war 
conditions, but many of the formerly 
exclusive small gas and electric ap- 
pliance dealers have added other lines 
such as furniture, drygoods or hard- 
ware. Dealer advertising has been 
considerably curtailed on account of 
shortage of stock, but sales staffs have 
for the most part been retained. The 
credit restrictions which went into ef- 
fect in October are expected to have 
considerable effect in cutting down 
time payment sales, both of major and 
minor equipment. The better type of 
dealer is developing his service de- 
partment so that part of the general 
overhead of the store will be carried 
by this section during the time when 
it is difficult to obtain appliances. 

The power company service de- 
partment is to be still further de- 
veloped, as it is assumed that a great 
number of appliances at present in 
use will: have to be kept in service for 
a considerable extra length of time 
without being traded-in against more 
modern equipment. Company advertis- 
ing will also stress the need to keep 
present appliances in good condition. 

The utility’s sales force has been 
depleted by enlistments in various 
military services and necessary trans- 
fers to other departments, the va- 
cancies not being filled under present 
conditions. Six home service girls 
carry on work in this department. In 
its advertising policy, the utility plans 
gradual elimination ot direct 

(Continued on page 72) 
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UNIT SALES OF ELECTRIC APPLIANCES, B. C. MAINLAND, 
1940 AND 1941 


Estimated 
1941 1940 Per Cent Estimated 
————-—_—__—_—____—__~—_—_——_— Replece- Per Cent 
Com- Deal- Com- Deal- ments Saturation 
pany ers Total pany ers Total 1941 Sales 12/31/41 
Ranges. 450 600 1,050 468 724 1,192 25 14 
Water Heaters. NE avn isnt 80 et ek’ 89 10 3 
Refrigerators... 526 2,600 3,126 579 2,630 3,209 5 18 
Washers......_.... 2,700 2,700 168 3,238 3,406 60 50 
A ae 75 75 17 69 86 2 2.7 
Cleaners. . . oe 400 725 371 436 807 55 65 
Radio Sets... . ... 10,000 10,000 .... 12,765 12,765 80 85 
Air Heaters... 400 100 500 422 87 507 None 


Trade-in appliances are included in power company figures and in some of the dealers 
reports. Estimates for the last two months of the year take into consideration the very stiff 
terms set by the Dominion government, effective October 14, and also the stock shortages 


that are becoming increasingly noticeable. 


No quota has been set for 1942, government 


regulations of production, prices and selling activities being the controlling factor determin- 


ing this figure. 
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Sell This Window Ventilator! 





| QUICK PROFITS 
| BIG MARKETS 





FAIRBANKS-MORSE 


VENTIL-AIRE 


Everyone wants clean, fresh, filtered air . 


x 


~ 


.. and the 


Fairbanks-Morse Ventil-aire meets this widespread demand 


at low purchase cost and low operating cost. It is easy to 


demonstrate, and a demonstration sells it. The F-M name 


yvouches for its mechanical excellence. 


Unlimited Market 


Homes are one big, barely scratched market for the F-M 
Ventil-aire. Offices are another. Hospitals and sanitariums 


are “naturals” for this unit. Hay fever and asthma sufferers 
comprise still another big group of prospects. And because 
the Ventil-aire is a mew product, all these markets are new 
markets, not replacement markets. 


This One Unit Serves Five Ways! 


1 It brings in and filters fresh outside air, removing 99% 
of pollen, dust, and soot. Eliminates outside noises. 


N 


zones. 


e.% 
wh 


fileers both. 


exhausts it. 


Gil «= 


It recirculates and filters inside air — eliminates cold 
It brings in outside air, mixes it with inside air, and 
It brings in fresh outside air, filters it, circulates it, and 


It exhausts inside air, to remove smoke and odors. 


ACT NOW! Get the complete story on the profits you can 
. 





make selling the F-M Ventil-aire and other 


units of the complete F-M line of Air Conditioners. Send the 


coupon! 


Send lrupon 


FOR THE FULL 
BIG-PROFIT STORY 
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Fairbanks-Morse & Co., Dept. A136 
600 S. Michigan Ave., Chicago 


Without entigaten, we'd like to know more 
about your dealer proposition on the F-M 
Ventil-aire and other F-M Air Conditioners. 
Firm name 

Address 

City State 

By 


FAIRBANKS -MORSE 











LOCAL MARKET DATA (Pacific) SONTINUED 


FROM PAGE 71 





chandising and promotional type of 
copy, with increased institutional and 
service messages. 

In general it may be said that the 
Dominion Government is discourag- 
ing all purchases except those of neces- 
sity, urging citizens to invest all their 
available funds in government bonds. 


The importance of electricity in the 
home, however, and the essential na- 
ture of the service rendered has re- 
sulted in the maintenance of a certain 
volume of business which, with aux- 
iliary lines, is expected to carry deal- 
ers over until such time as normal 
activities can be resumed. 


VICTORIA, B. C. and VANCOUVER ISLAND 


21,900 residential 


customers of B. C. 


Electric Railway on Vancouver Island 
bought $550,000 worth of appliances in ‘41 





UNIT SALE OF APPLIANCES, VICTORIA DISTRICT, 1941 AND 1940, 
WITH FORECAST FOR 1942 


1941 

Com- Deal- 

pany ers Total 
Ranges 90 90 180 
Water Heaters 30 2 32 
Refrigerators. . 130 357 487 
Washers Pink. 790 790 
lroners. 1 25 26 
Cleaners 150 112 262 
Radio Sets .... 3,700 3,700 
Air Heaters 101 45 45 


*In 1942 estimates, an adequate supply has been assumed. 


Com- 
pany ers Total pany ers Total 


... 3,030 


1940 1942" 


Deal- Com- ‘Deal- 


83 80 163 100 100 200 
20 5 25 30 10 40 


155 300 455 175 425 600 
nee 620 620 
a 10 , See 30 30 


900 900 


86 135 221 175 175 350 
3,030 4,500 4,500 
45 70+ 115 125 75 200 


In all probability not more 


than from 50 to 75 per cent of this will be available. 





THE 3ritish Columbia Electric Rail- 

way Company, Ltd., serves 26,600 
customers on the Island of Vancouver, 
centering its activities here in Vic- 
toria, B. C. Of these accounts, 21,900 
represent residence customers (3,980 
of them rural), and 3,700 commercial. 
During the past year the number of 
residence customers increased by 1,112. 
The average annual kw.-hr. consump- 
tion per residence customer was 865 
kw.-hr. during 1941, an increase of 
26 kw.-hr. over the 1940 figure of 
839 kw.-hr. 

During the past year sales of electri- 
cal equipment in this district amounted 
to about $27.50 per home or a total 
of some $550,000, 79 per cent of this 
money passing through dealer hands. 

To date there has been no change 
in the number of electrical dealers 
serving this district, nor in the type of 
store handling electrical equipment. 
There has been some loss in salesmen. 
Advertising schedules have remained 
about normal. 

During the past vear the utility 
sponsored its annual dealers’ meeting 
presenting plans for the year, con- 
ducting a cooking school for dealer 
salesmen, presented regular weekly 
cooking classes for prospective brides 
and consumers, and sponsored a 
“Rental Water Heaters Cruise” con- 
test and a “Switch to Electric Range” 
campaign. Lighting promotions re- 
sulted in an additional load of 250 
kw. in the commercial and industrial 
field and of 175 kw. in domestic light- 
ing. A curtailment in the supply of 
equipment may affect plans in this de- 
partment during 1942. 

No marked change in program is 


contemplated during the coming year. 
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DIFFERENT NUMBERS 
IN 


FLUORESCENT 


fixtures for commercial, in- 
dustrial and residential pur- 
poses which includes 360 
different listings. 


FULL CATALOG AVAILABLE 


Contains more useful information 
for engineer and layman than any 
other on the market. Send for 
catalog at once. 

WE SELL 
TO THE TRADE ONLY | 


SPARKLE 


FLUORESCENT CORP. 


457 W. Broadway 
New York, N. Y. 
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LEONARD FOR 1942 


A Proved Product 
A Proved Policy 
Protected Markets 





@ In designing their 1942 refrigerators, Leonard engineers 
have achieved a triumph. The 1942 Leonards are more beautiful 
... are larger in size. . . and packed with selling features. Yes, 
they “‘top’”’ the fine refrigerators of last year. ° 


The Leonard 1942 line comprises only six models — simplify- 
ing the retailer’s inventory and selling problems. They are big— 
four 7 cu. ft. and two 9 cu. ft. refrigerators. They sparkle with 
selling appeal—colorful plastics and striking design adding new 
beauty. And the newly designed Hi-Humid models are the finest 
refrigerators we have ever offered. And—in spite of increased costs 
and production curtailment—these improved 1942 Leonards, 
actually are priced up to $30 below comparable 1939 models! 


A Dealer Policy That Fits in With 
Today’s Conditions 
The basic Leonard policy of building selected dealers. . . offering 


protected markets where they are justified . . . contributes to 
the Leonard retailer’s ability to face today’s conditions. 





With such a product . . . with such a policy... the selected 
Leonard retailer has definite advantages no other refrigerator 
retailer will have in 1942. 


New Hi-Humid Models .........% 


The different kind of refrigerator that simplifies “top model” selling. Shelves 
of crystal clear glass and an extra set of cooling coils concealed in the walls 
provide ““Hi-Humid” refrigeration that keeps vegetables and leftovers fresh 
days longer. Super-moist storage provided in Hi-Humid Freshener with newly 
designed self-closing glass doors. 


Model LH-7 now in 7 cu. ft. size—$219.95* Model LH-9 now in 9 cu. ft. size—$259.95* 























Model LSS-7. . . The “price leader’ that starts the Model LS-7... Completely equipped — and 7 cu. ft. 


Leonard “‘step-up’’. 7 cu. ft. big—welded steel cabinet 
with new cross bracing and levelling screws in base— 
easy to clean new steel band around door—recessed 
Len-A-Light—high speed freezer—13 setting tempera- 
ture control—dependable Glacier Sealed Unit. A better 
refrigerator now priced at $149.95*. 





*Prices suggested ore for deliv ery in the kitchen with 
5-Year Protection Plan. State and al toxes extra. 
Prices slightly higher west of the Rockies. Prices 
and specifications subject to change without notice. 


big! Oversize sliding Crisper with crystal clear glass cover. 
Moonstone glass Meat Chest with glass cover. Big 
Vegetable Bin. Five way Presto Shelf that makes extra 
room for tall bottles. Now better than ever at $174.95*. 


Model LS-9 . . . 9 cu. ft. size. Price—$219.95*. 


‘LEONARD. 


7 . . he . 7 
Dependable Refrigeration Since 1881 


Y 
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Model LR-7 . . . Deluxe beauty, equipment and con- 
venience! All the features of the LS-7 plus—not one but 
TWO big glass-covered Crispers—50 per cent greater ice 
freezing capacity—removable freezer shelf—extra room 
for frozen foods— Deluxe fluted fronts on shelves. . . 
extra features that fully justify a higher price and a 
higher unit profit for you! Price—$189.95*. 





Leonar ' Division 
NASH-KELVINATOR CORPORATION 
DETROIT, MICHIGAN 
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Defen First 


Caval 


izes 
a Furthe : 


War’s sudden thrust has made DEFENSE everyone’s first duty. 
In World War I Cavalier turned its appliance plants largely 
to war goods manufacture. In World War II we are already 
working on war orders and our plants are again available to 
do anything possible to help win this war. We have established 
the policy of figuring prices on government orders only high 
enough to maintain the financial integrity of the company. 

It is possible that our entire appliance facilities may be required 
for government work. No one can foretell the future. But so 
long as we are allowed to build electric ranges we will do so. 
The quality of the Cavalier Electric Ranges we do produce will 
be of the highest—whatever the quantity. Each of our dealers 
will receive his fair share. 


A SECOND RESPONSIBILITY 
TO CAVALIER DEALERS 


Second only to the requirements of war goods manufacture is 
our responsibility to Cavalier Dealers, who will necessarily be 
required to give a portion of their volume and income to the 
War Program. To help you meet these rapidly changing con- 
ditions we have prepared special sales plans which we believe 
will help you to do all that can be done. Full details are in- 
cluded in a special presentation called “War Presents a Chal- 
lenge.” These plans will be presented only by Cavalier distri- 
butors and factory representatives. Write or call your Cavalier 
Distributor—now. 





Cavalier 


ELECTRIC RANGES 
& WATER HEATERS 
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CAVALIER 
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It cost the Pollocks of Kansas City, a family of two, $32.70 for a year's cooking. 
S. H. Pollock is on the left, Mrs. Pollock on the right and their electric kitchen, 
center. 


Electric Living at $2.73 
a Month at Kansas City 


EING of an analytical mind and 

happening to have a job at the 
Kansas City Power & Light Co., S. H. 
Pollock recently reported the cost of 
electric service for his family of two 
in a four-room apartment over a three 
year period. 

Inasmuch as he gets free refrigera- 
tion, his electric bills represent the 
cost of operating a range and other 
appliances. In the home he has six 
room lights, 8 miscellaneous and one 
IES lamp, a total of 1,360 watts. 
Cooking equipment totals 12,740 watts 
including range, mixer, toaster, waffle 
iron and two coffee makers. There 
are two room fans, one exhaust fan, 
an iron, a sewing machine, radio, 
motion picture projector, heater, 
warming pad, vacuum sweeper and 
two electric clocks, totaling 3,230 
watts, or 17,330 watts for all electrical 
equipment. 

In 1938 his electric bill averaged 
$3.08 a month, in 1939 $2.53 a month, 
and in 1940 $2.73. A breakdown of 
what it costs him by month follows: 


ONE FAMILY'S ELECTRIC SERVICE 
COSTS FOR A 3-YEAR PERIOD 





Month 1938 1939 1940 
ON oc. caneew en $3.65 $2.95 $2.45 
February ........... 3.40 2.90 2.55 
March : ; 3.35 2.20 2.35 
ae 1.60 2.20 3.20 
Si perabatte -. 3.05 1.60 3.10 
WE ccckcasvcieces ED a ae 
July ttcocn| a aaa ee 
August etcnieee oe I ae 
September ......... 2.65 2.80 3.45 
CNONE .icccosscsee Oe Ea eee 
November ditake 3.35 2.60 3.00 
December ... 445 2.85 2.90 

RS $36.95 $30.35 $32.70 


Shoppers Follow the Nose 


XPERIENCE has _ shown that 

shoppers follow the nose—and 
so W. C. Hollingworth, head of the 
electrical department of Auerbach’s 
of Salt Lake City, usually has some 
demonstration under way in his de- 
partment which provides a source for 
the intriguing odors of cooking. Coffee 
made in a new coffee maker, ham 
baking in a roaster, or cookies fresh 
from the oven, will bring customers 
from all over the store to investigate 
the source of the delectable odors. Fre- 
quently they become interested in 
something they see in the depart- 
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ment and, if they do not become pur- 
chasers at the time, develop later into 
prospects. The latest program of this 
kind undertaken, was the “Hi Jinks” 
scheduled for the latter part of May. 
During this period twenty-four dem- 
onstrations were in progress in the 
ranges and coffee makers furnishing 
delectable odors to attract shoppers 
from all over the store. Gardenias 
were given free to ladies who attended 
the event during the morning hours 
of the first day. Mr. Hollingworth 
has plans for the coming six months 
which will include an increasing num- 
ber of demonstrations in his depart- 
ment. 


Northwestern Encourages 
Dealers’ Service 


NCOURAGING the extension of 

service departments to take care 
of the increased calls for repair which 
will be felt as new appliances become 
more difficult to get, the Northwestern 
Electric Company of Portland, Ore- 
gon has issued suggestions to its deal- 
ers as to how such a department can 
be operated successfully. 


Dealers Advertise Service 


Dealers are advised to advertise 
their availability as service centers. A 
sign outside the store and for windows 
and interiors which says in some form 
“Appliances Repaired” is essential to 
let the people of the community know 
where they can come for service. In- 
clude a notice of the service depart- 
ment in all advertising. Bill stuffers 
will reach former customers. A spe- 
cial coverage of the neighborhood is a 
good idea. Many people who buy their 
appliances downtown patronize their 
local dealers for repair work. A slip 
announcing the repair department can 
be slipped into outgoing packages as 
they are wrapped. This will suggest 
that the appliance be brought back to 
the store at which it is bought when 
it needs servicing—and may also catch 
the household in need of assistance to 
put other appliances into service. A 
listing should be carried in the classi- 
fied section of the telephone book un- 
der “service” as well as under electri- 
cal equipment. Final bit of advice 
urges “Try to avoid overcharges. They 
will lose both friend and customer.” 
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Walter Krauter, Gibson, played host to Ken Gillespie, Jen- 

kins Music Co., Kansas City, Clarence Amos, Jenkins, St. 

Louis, and A. A. White, Radio City Distributing Co., Dallas, 
Texas, and Buddy Nelson, Jenkins, Kansas City. 





These boys were high in Gibson batting averages for 1941: 

H. McKean and Al Zickgraf, National Mill Supply Co., Fort 

Wayne, and H. C. Green and Oscar Maurer, of Kiefer-Stew- 
art, Indianapolis. 


Distributors See 
1942 GIBSON Line 


TRIKING at the rumor that sub- 

stitutes would make 1942 mer- 

chandise inferior to that pro- 
duced in the past, W. D. Krauter, 
service manager for the Gibson 
Electric Refrigerator Corporation, 
made it abundantly clear that this was 
not the case, when he addressed a 100 
percent turnout of distributors at Ho- 
tel Pantlind, Grand Rapids, Mich., 
November 24. 

“You hear about shortages of cop- 
per, Freon and the like,” said Mr. 
Krauter. “I want to go over the 
1942 line of refrigerators with you and 
show you that we are not slighting 
quality in the least. The exterior has 
the same auto body steel, the same 
gage, and the same bonderizing. The 


interior has the same acid-resisting * 


porcelain as last year. The 1942 com- 
pressor is unchanged in material or 
design. Our engineers have as many 
aS six proven materials ahead in case 
of any shortage. Fortunately, Gibson 
will be able to use copper as long as 
anybody. 


Nevertheless, we have an 
all-steel evaporator on tap which is 























galvanized, electro-plated with tin, 
surface sprayed and baked with a plas- 
tic. These three materials should each 
last ten years. We have reduced 
the charge of Freon to six ounces. If 
shortages should force us to go to any 
other gas, I want you to know that 
our engineers have worked out the 
problem. We have the same Scotch 
yoke mechanism as in 1941. 

“The new plastic in our ice cube 
trays does not freeze down to the 
evaporator and it is easy to get out 
ice cubes without a ‘prier-outer.’ 

A. D. Vining, assistant to vice pres- 
ident in charge of sales, presented the 
1942 line, which consists of five models 
instead of eight in 1941. Nothing rev- 
olutionary was offered, it being felt 
that the important thing was to take 
care of orders at the present moment. 

That we were swinging into a buy- 
ers market was pointed out by John L. 
Stephens, sales promotion manager, 
who quoted a survey from 2,000 deal- 
ers. Of these 67.6 percent had no 
unfilled refrigerator orders on their 
hook. Some 16 percent reported they 


” 


(Left) Walter Krauter, Gibson service man- 

ager, did his bit to spike any rumor that 

war was forcing use of inferior material, 
in refrigerator construction. 


had a few unfilled orders but of these 
10 percent were only behind three or 
fewer boxes. Some 454 percent of 
these dealers reported that no manu- 
facturer in their territory had a de- 
fense contract, which means that both 
dealers and distributors in the ma- 
jority of cases will have to get out 
and plug for business, with no easy 
money around. 

Some 724 percent of the dealers 
reported that they expect their biggest 
price bracket for 1942 would be be- 
tween $130 and $175. 

F. E. Basler, vice president in 
charge of sales, gave an interesting and 
informative discussion. He applied it 
to distributors cases and _ indicated 
what distributors might expect in the 
way of allotments predicated on civilian 
supply reduction applied to refriger- 
ators by OPM. He also indicated 
the thinking behind OPM rulings and 
stated that prices announced at the 
meeting were released by OPA and 
were so set as not to tend toward 
inflation. Mr. Basler expressed him- 
self as being entirely in accord with 


(Left Below) Albert Gibson, son of C. J. 

Gibson, president, (center) took a hand in 

entertaining Walter Moon of Moon Broth- 
ers, Detroit. 


Waiting for ice cream and cake are F. C. Hayer 
and W. Johnson of F. C. Hayer Co., Minneapolis. 
Many other distributors were present but we 


couldn't get round to them all. 





F. E. Basler, Gibson vice president, may be 

getting something out of a cigar box, but 

he gave the boys information right out of 
the feed box. 


OPA. 
Because people want what is scarce, 
it was estimated that there will be no 
slackening off in demand for refrig- 
eration. 
lect their prospects in 1942 and push 
units that will give them a profit even 
though they sell fewer of them. 

Earl S. Nobles presented the three 
1942 Gibson electric ranges. 

One model is for luxury trade, an- 
other for medium incomes, a third for 
low income families. Oven timing 
and minute watchman equipment is 
standard on two models. Seven heat 
switches come on all models. 


this necessary action of 


However, dealers must se- 


(Below) These Milwaukee lads enjoy their 

food. They are Meyer Lubotsky, H. Rosen 

and Clarence Sievert, State Distributing 
Co., Milwaukee. 

















Model ER-392-TV 


GIBSON Ranges 


Gibson Electric Refrigerator Co., 
Greenville, Mich. 


lels ER-392-S\ ER-392-R\ 
ER-392-TV 

ing Features All models equipped 
with a 7-heat sealed surface element 
8 in. diam., two 7 heat 64 in. units; 


two oven elements, bottom 2200 watts, 





top, 2900 watts for broiling: 500 for 
baking; automatic neon pil its 
veside surface switches r 
tlet 
ER-392-TV equipped with timer 


ntrolled, 7-heat, 1500 watt Kookall 
Kettle equipped with pudding pan, 
vake rack and french fry basket; auto 


natic oven light timer-controlled 
mvemience outlet; built-in automati 

timer, Minute Watchman: new-style 

fluorescent lamp storage cabinet 
th sliding storage tray; 2 storage 
awers 


ER-392-RV has 3 storage drawe 


i 7-heat, 1200 watt, 6-qt. deep well 


ker automati light in oven; 
built-in automatic timer and Minute 
Wat hman; easy-to-read switch 
identification dis 
ER-392-SV has storage mpart 
ment with rack i 7-heat, 1200 watt 
qt. deep well cooker Automat 
n timer and condiment set N 18 
available as yptional equipment on 
model.—Electrica Verchandi 
January, 1942 
v 





Dolly Madison 7 


WESTINGHOUSE Refrigerators 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


The 1942 line has been con 


ined to 6 models—four 7 cu. ft. and 
two Y cu. tt 


lling Features: Wide-range True- 
[Temp control has been extended to 
entire line; full-size evaporators in 
all models; meat keeper and crisper 
retained; new storage bin opens out- 
ward without opening refrigerator 
door; evaporator door formerly of 
aluminum now of porcelain enamel 
with ornamental facing; 16 shelf ar- 

angements possible; hinged shelf 

permits storage of milk bottles and 
ther large containers; informative 
labels attached to each model. 

Dolly Madison Nine, 9.3 cu. ft. has 
special frozen storage space; humi 
drawer which fits under glass shelf, 

mtains an egg basket; adjustable 
shelf, sliding shelves, foldaway shelf 
and self-closing door hinge. 

Betsy Ross Nine, has large super- 
freezer, sliding meat compartment 
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Hinged Shelf Feature 

drawe r-type crisper, y 
shelves 

Dolly Madison Seven with tur- 
quoise blue inside trim has ample 
storage for tall bottles; twin crisper 
ympartments; new shelf equipment 

Betsy Ross Seven has all-purpose 
storage bin; drop-away and liftout 
shelves; glass-topped crisper holds 
quarter bushel 

American Special and Economy 
ymmplete line—American Special has 
large meat storage compartment, slid 
ing risper and new  easy-access 
helves.—Electrical V erchandising, 


adjustable 





G-E Combination Television- 


Radio Set 


General Electric Co., Radio and Television 


Dept., Bridgeport, Conn. 


dé Musaphoni Contemporary 
de] 90 

Features Incorporates many 
idvanced television features such as 
the Armstrong system of Frequency 
Modulation for all audio sound chan 
nels; automatic band expansion for 
high fidelity reception on standard 
broadcasts with extreme selectivity 
possible on manual tuning; 3 entirely 
separate chassis; large-size high-defi- 
nition pictures are viewed on large 
mirror ‘with wide angle of vision. 

Equipped with 30 tubes including 4 
rectifiers; special curvilinear cone re- 
producer recreates music and voice 
and unexcelled fidelity. 

Television chassis "has 5 automatic 
band selectors covering 50-56, 60-66, 
66-72, 78-84, 84-90 megacycles in ad- 
dition to “off” and “Radio” keys. 

Picture channel has iron core I.F. 
tuning, electrostatic focus, magnetic 
deflection; amplified automatic con- 
trast control; R.F. preselector ex- 
tends usable range for picture recep- 
tion; automatic brightness control; 
constant high-gain antenna coupling 
circuit and adjacent audio channel re- 
jection wave trap. 

Sound channel has automatic tone 
compensation; iron core I. F. trans- 
formers; tone monitor circuit genuine 
Armstrong wide swing F.M. system 
utilizing limiter circuit thereby reduc- 
ing static to vanishing point. 

Radio chassis has 3 tuning services 


Models: 


Selling Features: 


available, 540-1600, 1600-5800, 5600- 
18000 kc, giving complete coverage of 
all standard broadcasts, police, ama- 
teur and shortwave transmissions; 
high fedility reception assured by 
Automatic band expansion ; 2 controls 
on instrument panel “Manual” and 
‘Band Selector” in addition to 7 auto- 
matic tuning keys. 

Cabinet in modern design with 
sides, top and front panels of imported 
Sapeli miter-matched on front; solid 
grille bars recessed with copper- 
bronze finish. — Electrical Merchan- 
dising, January, 1942. 





A-C Cabinet Sink 


Auburn Central Mtg. Co., Connersville, Ind. 


Device: Combination double-bowl sink 


with sliding, removable tray, designed 
principally for defense- house require- 
ments has been added to the “Pak- 

Kitchen Line” of matched units. 


Selling Features: Equipped with stand- 


ard bowl for dish washing and a 
deeeper bow! for rinsing; removable 
drainboard top slides into position for 
use with either bowl; heavy, acid-re- 
sis sting porcelain enameled steel; lin- 
oleum lined drawer is divided for 
cutlery, and one of the 3 storage com- 
artments is fitted with a rack for 
cleansing materials.—Electrical Mer- 
chandising, January, 1942. 
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Super Freezer Model SF 792 


GIBSON Refrigerators 


Gibson Electric Refrigerator Corp., 
Greenville, Mich. 

SF-792, F-782, F-682, F-662, 
CU-632 

Freez’r Shelf con- 
struction gives strata-zone food con- 
ditioning: Super Freez’r shelf, for 
ice cubes, frozen foods, frozen des- 
serts; moist chiller just above freez- 
ing temperature with high moisture 
content for beverages, salads, fresh 
meats; cold conditioner with slow, 
moisture-saving air circulation for 
milk, butter, eggs, drinking water, 
left overs; moist-cold freshener for 
lettuce, celery, tomatoes, carrots and 
other vegetables requiring high mois- 
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Freezer Shelf-F662 


ture content with cond temperature. 

SF-792 Super-Freez’r shelf model 
has 7.21 cu. ft. capacity; 3 full width 
glass shelves; 1 small crystal glass 
shelf; 1 cube tray with “Jack Robin- 
son” grid; 3 trays with grids; moist 
chiller compartment with drop-type 
crystal glass door; moist-cold vege- 
table freshener; defrostajar; tilt-bin, 
interior light; drop-type crystal glass 
Freez’r compartment door; inside 
thermometer. 

F-782 De Luxe Freez’r Shelf model, 
7.14 cu. ft. capacity; 3 full-width 
crystal glass shelves; 1 small crystal 
glass shelf; 1 with Jack Robinson 
grid; 3 standard trays; chill-drawer; 
moist-cold vegetable freshener; de- 
frostajar; tilt-bin; interior light; 
drop-type porcelained Freez’r com~ 
partment door. 

F-682 De Luxe Freez’r Shelf, 6.50 
cu. ft. capacity; 2 full width crystal 
glass shelves; 1 small crystal shelf; 
chill-drawer; moist-cold vegetable 
freshener; defrostajar; tilt-bin, in- 
terior light; drop-type porcelained 
freez'r compartment door. 

F-662, Freez’r shelf, 6.72 capacity, 
1 standard shelf, 1 small shelf, 1 crys- 
tal glass shelf; chill-drawer, sliding 
twin vegetable fresheners; flip-up 
porcelained freez’r shelf door. 

CU-632 central unit model; 2 
standard shelves, 1 small shelf, 1 off- 
set shelf; meat container; interior 


light; porcelained door on freezing 
compartment; 6.47 cu. ft. capacity.— 
Merchandising, 


Electrical 


January, 
1942 





MID-STATE Lubricants 


Midstate Oil Co., 6135 Linsdale Ave., 
Detroit; Mich. 


Device: Packaged lubricants for wash- 


ing machines—Transol, Gearol and 
Fiberol for easy over-the-counter 
sale. 


Selling Features: Attractive chart and 


display card shows correct lubricants 
for each make washer, displays oil 
and grease and contains complete 
chart on all popular makes of wash- 
ers. 


Prices: Gearol and Transol 60¢ a can; 


Fiberol, 35¢.—Electrical Merchan- 
dising, January, 1942. 
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FINER than EVER... 


The requirements of an all-out war now 
demand a high percentage of all Westing- 
house Small Motor production. 
Airplanes ...tanks... fighting ships... 
gunfire control equipment .. . all employ 
motors and generators produced by the 
same Westinghouse Small Motor Division 
that normally devotes itself to the manu- 
facture of motors for refrigerators, wash- 
ing machines, oil burners, stokers, pumps. 


Consequently, Westinghouse Small 
Motors for the Home Appliance and Elec- 
trical Manufacturing fields will be fewer 
in number in 1942. However, those that 
are available will be finer than ever. For, 
as the result of our war work,. Westing- 
house quality standards, always the in- 
dustry’s highest, are more exacting than 
ever. Westinghouse Electric & Manufac- 
turing Co., East Pittsburgh, Pa., Dept.7-N. 


Westinghouse Small Motors 
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AMERICA 


A 

¥ ES, indeed, we have the utmost confi- 
dence in the future of our business .. . 
because we’re mortally certain that America 
will always have kitchens—the best equipped 
kitchens in all the world. And this assurance 
gives an added sense of security to jobbers 
and dealers who are selling A-C equipment 
... as well as to us who are manufacturing it. 
Right now an important part of our capacity 
is devoted to defense. But we keep right on 
within the limitations imposed upon us by 
priorities, building better sinks and cabinets 
for the American Kitchen. Yes, we have 
confidence in the future. 


b. ause our first obligation is to give all possible 
service to outlets already established, we can’t take on too 
many new ones. But we'd like to have you know all about 
the A-( 


Furnishings Show. 


line. If you are attending the National House 
at Chicago, January 4-9, you are 
cordially invited to visit our display, Space 39-40, 


Convention Hall at the Palmer House. 






CONNERSVILLE, INDIANA 
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will always have kitchens! 


AUBURN CENTRAL MANUFACTURING CORP. 
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| CONCO Stokers 
Conco Corp., Mendota, III. 


Models: “Commander” series stokers 
for 5 to 12 room houses. 7 
Selling Features: “Flaming Forge” 
burner of fire-resistant alloy metal, 
air-cooled and designed to effectively 

resist clogging ; 

“Fuel Miser” reduces fuel consump- 
tion, prevents over-coasting of ther- 
mostat, by coordinating the rate of 
coal and air feed in accordance with 
temperature demands made upon 
heating plant; closed hopper type— 
400 lb. capacity, finished in green 
Hammerloid, trimmed in chromium; 
magic hand controls by Minneapolis- 
Honeywell. — Electrical Merchandis- 
ing, January, 1942. 
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Regent 2-oven model 


WESTINGHOUSE Ranges 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 

Models: 1942 line consists of 7 models, 
1 of which is an apartment house 
size. 

Selling Features: “Control center” with 
dials and switches grouped in ac- 
cessible control area on left back 
panel, away from surface units is 
outstanding feature of these ranges. 
Improved oven vent with small re- 
movable lid saves 20% of steel for- 
merly used because vent duct is 
nearly 5 in. shorter than former types. 


Other 1942 features include single 
set switch for automatic surface 
cooking, Corox 5-speed surface units, 
roomy ovens with automatic con- 
trols, informative labels describe con- 
struction and performance of range 
affixed to every range, blue color 
motif. 


Regent, leader of line, has new 





| “Control Center” 


panel design; grouped controls and 
cooking surface illuminated by cowled 
fluorescent lamp; switches and cor- 
responding surface units are num- 
bered; 2 single set switches, control- 
ling a surface unit and the deep well 
cooker—1l setting of switch cooks 
food at high. temperature for any 
desired time up to 30 min., then au- 
tomatically turns down to any one 
of 4 lower heats; 2 single dial oven 
controls set temperature and turn on 
heat at same time; 2 large ovens with 
double broiling capacity. 


Commander, with fluorescent lamp, 
single set switch and grouped controls 
has large oven with single dial con- 
trol, electric timer and oven “signal- 
ite” which indicates when preheat 
temperature has been reached; has 3 
storage drawers. 


Brigadier has automatic oven con- 
trols ; cooking surface lighted by twin 
incandescent lamps recessed in back 
panel. 


Champion has True-Temp oven 
with single dial control. 


Commod ore has 


large oven, 3 


Corox units and deep-well cooker.— 
Merchandising, 


Electrical 


January, 
1942. 





CHRYSLER AIRTEMP 
Oil Furnace 


Airtemp Div., Chrysler Corp., Dayton, O. 


Models: Chrysler Airtemp Vapor- 
flame furnaces for defense housing 
requirements. 

Selling Features: EO-6 built for grav- 
ity air circulation; EO-7 equipped 
with humidifying pan and propeller 
type fan for forced circulation of 
moist, warm air; EO-8 has centrifu- 
gal fan, air filter and humidifying 
pan for complete winter air condi- 
tioning. 


Basically, the 3 furnaces are alike; 
additional equipment in EO-7 and 
EQO-8 can be added at slight extra 
cost, and is contained in an inter- 
changeable section forming base of 
cabinet. 

High-low flame, vaporizing oil 
burner has no moving parts; eco- 
nomical and noiseless; small centri- 
fugal blower mounted on front of 
furnace insures positive draft, main- 
tains higher combustion efficiency; 
cabinets finished in 2 shades of green 
crinkle enamel, “Bonderized” inside 
and out; triple insulation; controls 
consists of small Airtemp room 
thermostat, combination fan and limit 
switch on forced air models, internal 
wiring, switch assembly and primary 
oil control for automatic operation; 
24 in. square, 65 in. high, fits in 
closet or small utility room.—Electri- 
cal Merchandising—January, 1942. 
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FRIGIDAIRE Refrigerators 
Frigidaire Corp., Dayton, O. 


Models: 1942 Standard models avail- 
able in 3 groups to meet customer 
demands. 

Selling Features: S 7-42, retains all im- 
portant features of lowest priced 
1941 Frigidaire LS-6, but has full 
7 cu. ft. capacity. 

M 7-42 available with extra utility 
features including drawer type Meat 
Tender, deeper than former years with 
new combination Cold Storage and 
defrosting tray; sliding glass topped 
Hydrator; available with exterior of 
Dulux or Porcelain. 

D 7-42 has 12-way convertible in- 
terior for different shelf arrange- 
ments; utility storage bin; available 
with Porcelain exterior and with 
extra hydrator. 

In addition to above a 9.1 cu. ft. 
model with Dulux exterior has same 
equipment as D-7, except frozen 
storage compartment, Meat Tender, 
Hydrator and Utility Storage Bin 
are larger, and there is an extra 
Hydrator which slides as drawer in 
either of 2 positions. 

Other features include streamlined 
door construction, concealed door 
trim screws, improved corner mount- 
ing of door seal, eye level Cold Con- 
trol, Meter Miser; 1-piece cabinet, 
F-114 refrigerant and porcelain in- 
terior.—Electrical Merchandising, Jan- 
uary, 1942. 


que —~ | nee “uy 


a 
F EI sri 


if 





PRIME Electric Fence 
Controllers 


Prime Mfg. Co., Milwaukee, Wis. 


Model: 480-A high line fence control- 
ler. 

Selling Features: Alternating current 
delivered to fence line; short signal 
light; short meter; ‘soil selection 
switch; safety circuit breaker. 

In addition to high line models, 
Prime has a complete line of rede- 
signed battery-operated controllers.— 
Electrical Merchandising, January, 
1942. 
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WABASH Infra-Red Heat Lamp 


Wabash Photolamp Corp., 335 Carroll St., 
Brooklyn, N. Y. 


Device: Infra-red ruby drying bulb 
for darkroom use. 

Selling Features: Color is pigmented 
into glass while still in molten state; 
generates flood of infra-red rays that 
are converted into deeply penetrating 
heat as soon as they strike film. 

Price: $2.—Electrical Merchandising, 
January, 1942. 


HOTPOINT Range 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, Ill. 


Device: Hotpoint Masterpiece range. 
Selling Features: Two Venetia-type 


lamps and twin condiment jars on 
backsplasher; illuminated switch 
dials of clear plastics; 1 giant and 
2 utility-size Hi-Speed Calrod units 
with 5 measured heats for all types 
surface cooking; 7-qt. porcelain 
enamel Thrift cooker with metal al- 
loy lid; over-size- Flavor-Seal oven 
with balanced heat; white combina- 
tion roasting and broiling pan and 
adjustable meat rack; 2 utility draw- 
ers, one with built-in warming unit 
for keeping plates or food at serving 
temperature; removable plate rack; 
built-in Timemaster and Timemeas- 
ure; white porcelain finish.—Electri- 
cal Merchandizing, January, 1942. 
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EMERSON Radio 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York, N. Y. 


Model: 456 Short-wave table set. 
Selling Features: Ac-de superhetero 


dyne; 7 tubes plus “Electron Ray 
tuning indicator and ballast tube; 
standard broadcast and police bands; 
has band spread 25 and 31 meter 
short-wave band on lighted “Magni- 
vision tone-ruler” dial; automatic 
volume control, tone control, low 
noise converter, “Phantom Signal 
Collector”. Housed in hand-rubbed, 
“Sta-Bent” Ingraham cabinet of wal- 
nut.—Electrical Merchandising, Janu- 
ary, 1942, 
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KITCHEN-KING Griddle 


Associated Products Inc. 
275 W. Market St., Akron, O. 


Model: 263-A. 
Selling Features: 3 sizes: 18, 24 and 


36 in.; unit operated on sectional 
automatic heat controls—l for each 
12 in. cooking surface except the 18 
in. 3 kw. unit which employs single 
control; 24 and 36 in. units has 2000 
watts per 12 in. section.—Electrical 
Merchandising, January, 1942. 
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HERE COME LEAN MEN /.». A. hilt! 


Four years ago, independent dealers were without adequate prices or products 
with which to protect themselves against low priced mail-order and chain com- 
petition .. . Gibson saw the need and produced the price and the product that 
got the job done—fourteen months before other manufacturers lifted a finger. 
In situations where fast thinking and hard work count, the “lean hard men 
from the hills” always excel those who GROW fat from easy living in the val- 
leys . . . Gibson dealers thus thrived during adverse conditions, and for five 
consecutive years Gibson’s sales progress has been substantially ahead of the 
industry’s average. 


Now we face trying times again .. . curtailments providing needed metals for 
national defense have reduced the number of refrigerators and ranges that 
you can buy and sell in 1942 . . . but if Gibson’s merchandising judgment 
was good during difficult times in the past, you can depend on it that Gibson’s 
program to cope with trying times in the future should be as good or better. 


With Gibson you have a compact, short line—you have substantial prices that 
are abundantly justified by exclusive and superior features—above all, you 
have a forward-looking, aggressive plan of merchandising action. Your best 
bet for a good refrigerator season in 1942 is to get Gibson on your floor now— 
Gibson distributors throughout the country are ready to show you the new 
lines and the new dollar-volume-saving plan for Gibson dealers. See your 
Gibson distributor now! 


GIBSON ELECTRIC REFRIGERATOR CORPORATION 


Export Office 201 North Well _ ét, Ch Wh 
ible Addre« Gibseltco. Bentley Cc 
of Freez’r Shelf Refrigerator ad Hoakn ths tric Range 





1942 STRATA-ZONE 
NO. SF-792 


Top model of the 1942 Strata-Zone Line .. . 
No. SF-792 with Super Freez’r Shelf and Moist 
Chiller . . . new improved interior selling 
features which provide more exclusive and 
superior food conditioning services than any 
other make of refrigerator—ask your distrib- 
utor to prove this! Four other models, with 


De Luxe Freez’r Shelf, flat Freez’r Shelf and, 











at low-advertised-special-prices, a conventional- 
evaporator model (like ordinary makes) for 
comparison purposes ... buy no refrigerator 


line until you’ve seen Gibson! 


GIBSON KOOKALL ELECTRIC RANGE 


Top model of the 1942 Kookall Electric Range Line 

- No. ER-392-TV with built-in fluorescent lamp, 
concealed oven vent, 1500-watt, Fiberglas insulated, 
deep well cooker and many other splendid sell-up 
features . . . Two other models for medium and 
lower-income customers . . . buy no electric range 


line until you’ve seen Gibson! 
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“ HEAT-MIRROR ” 


IRONING PAD SET 


--++ AVAILABLE 
FOR IMMEDIATE 
DELIVERY 


MAKES ANY GOOD IRON 
PERFORM 20% BETTER 





Packaged in an attractive three 
color Ox. 


The secret is the use of the new plastic Koroseal*, This makes 
the surface of the pad waterproof and steamproof. The pad will 
never become soggy and retard drying. Instead, water evaporates 
20% faster in ironing on the Sunlite Pad, than from ironing 


on the conventional pad. 


One whole hour’s ironing time out of every five is saved as a 
result of the waterproof surface, with 20% less electricity used. 


Clothes last longer because they require less actual ironing. 


“Electric Iron performance depends upon the pad. Show your 


customers the benefits of waterproof ironing.” 


Write today for information about this new labor saver and 


our big, free, eight-piece advertising kit. 


*A Trade Mark of the B. F. Goodrich Co. 


THE SUNLITE MFG. COMPANY 
MILWAUKEE, WISCONSIN 


SOLD FROM COAST TO COAST THROUGH LEADING JOBBERS 
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X-L Heater 


Associated Manufacturers of America 
275 W. Market St., Akron, O. 

Device: X-L 4-way heater. 

Selling Features: Gives even wai 
upward, downward, forward and sie 
ways; streamlined; heavily chromed 
reflector mirrors heat giving impres 
sion of a “ball of fire.” 

Price: $7.95. — Electrical Merchandis 
ing. January, 1942. 





BURGESS Theft-Proof Vendor 
Burgess Battery Co., Freeport, Ill. 


Device: Battery cells displayed under 
glass in this all metal vendor; ar- 
ranged in 3 rows, cells are released 
by push-buttons at base of glass 
which automatically releases 1 cell 
and rings bell which is audible over 
entire store. 

Bulb rack sufficient to carry nor- 
mal stock is also provided. Handy 
bulb and battery tester on top com- 
pletes vendor.—Electrical Merchan- 
dising, January, 1942. 





F-M Water Systems 


Fairbanks, Morse & Co., 
600 S. Michigan Ave., Chicago, Ill. 


Device: Complete, 
home water system. 

Selling Features: All that is required 
is to make pipe connection from 
pump to well and from well to out- 
lets, plug into nearest light socket 
and it is ready for operation.—Elec- 
trical Merchandising—January, - 1942. 
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Future Customers Will 
Learn to Cook Electrically 


MILWAUKEE—Because 600,000 Wis- 
consin children have come of age in the 
last ten years; because little has bee: 
done to sell these future customers 01 
the advantages of electrical service, the 
Wisconsin Power and Light Compan 
has in effect a plan for supplying elec 
trical ranges to home economics depart 
ments of schools, which promises to b« 
widely copied. John E. Canfield, tol: 
about it recently at Milwaukee. 

“Change is incessant,” he quoted C. I 
Kettering of General Motors Company 
“In ten years 25 million new people con 
in who know nothing of what the olde 
generation thought was good or bad.” 

Realizing it, the Wisconsin Power & 
Light Company looked about and saw 
many schools teaching home-making « 
antique equipment, which because of te! 
years depression and limited school budg- 
ets, had not been replaced. In one 
school, pupils were being taught domesti 
science on kerosene ranges which wer: 
18 years old. 

The Wisconsin Power & Light Com 
pany plan as a result is to have the 
district sales supervisor contact schoo! 
boards and offer them deluxe models oi 
electrical appliances. After the appliance 
has been selected its price is determined 
in this way: To the utility’s cost is added 
10 percent for store, freight and hand- 
ling, plus $2.50 for delivery. For example: 
An electric range which regularly lists 
for $150, ordinarily costs $90, which 
represents a 40 percent discount. Under 
the plan the manufacturer offers an extra 
10 percent so that the cost to the utility 
is $75, 10 percent for store, freight and 
handling, plus $2.50 for delivery, which 
means that the price to schools is $85, 
but not installed, which incidentally is 
less than the utility’s regular cost. Any 
installation cost is handled by the school 
board as a separate transaction. After 
the initial equipment of this appliance has 
been installed, it is replaced with new 
models of the same size as they are 
brought out by manufacturers. Generally 
this is each year, and takes place during 
the summer vacation so as not to incon- 
venience the school. For this replacement 
the school bears no cost, unless there is 
a change in the location of the appliance. 

When the original equipment is re- 
moved it is sold at a price equal to the 
amount originally paid by the school, plus 
$7.50 for removal and delivery, plus 10 
percent. In the case of the electric range 
referred to before, its price after it has 
been used in ‘the school for one year 
would be $85, plus $7.50, plus 10 percent, 
or $101.75. 

This plan is not restricted to major 
appliances and covers small appliances 
as well, although in the case of small 
appliances the manufacturer does not often 
offer extra discounts. 

“I do not know of a single complaint 
from a dealer, distributor, manufacturer 
or anyone else for that matter, on the 
operation of the replacement plan,” said 
Mr. Canfield. “If a dealer wishes to offer 
an appliance to the school, he is perfectly 
free to do so and the company will back 
out of the picture so that he can have 
the business. If the school desires a par- 
ticular brand of appliance every effort is 
made to secure that particular appliance 
for them.” 

The benefits of this plan, as summarized 
by Mr. Canfield are: 

1. It assures future customers learning 
home making in schools that have the 
most modern kitchen equipment to work 
with. 

2. Future customers using modern elec- 
tric appliances will have a greater de- 
sire for those same type of appliances 
when they have homes of their own. 

3. Future customers are apt to carry 
the benefits of electric living back to their 
parents, who will be more receptive to 
the purchase of electric appliances. 

4. The plan costs the utility out of 
pocket money. 

5. The utility creates a friendlier feeling 
with the school board members, teachers, 
and townspeople as well as with the 
students. 
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VISITOR to Vermont this 

summer asked a_ native, 

“Where did all those big rocks 
around here come from. 

Grunted' the native, 
brought them.” 

“Where is the glacier now?” in 
sisted the visitor. 

“Gone back after more rocks,” con- 
cluded the Vermonter. 

The boys who work for C. E. Wild 
berger & Co., at 1340 North Kings 
highway, St. Louis, in the shadow ot 
the big Sears Roebuck department 
store, probably always marvel at the 
way he is bringing in some big obsta- 


“Glacie1 























C. E. Wildberger attributes his great success as a sales- 
man to using all of the tools that dramatize his story. 


cles for them to climb over. In the 
past the Wildberger firm has run up a 
bevy of records selling refrigerators. 

This last year it has been stokers. 

One bright day a year or so ago 
C. E. led the boys to the door and 
there lined up were some cars with 
trailers and each trailer had a nice 
new stoker in it. 

“A housewife doesn’t have to dress 
up to shop for this stoker,” he told 
his men. “All she has to do is to wipe 
her hands on her apron and come to 
the front door. We’re sending out 
four men to each trailer, and their 
job is to ring all the door bells in the 
neighborhood and invite as many 
women out in front as possible. You'll 
get a big turnover of public opinion 
this way and every man should run 
up a list of suspects and possibilities 
for himself.” 

The affair worked out as expected. 
Trailers in the neighborhood were 
something worthwhile taking a peek 
at, like a dog fight. Women streamed 


out, looked, listened and the boys 
knocked off some 250 calls a day. 
They got a much better earful of what 
their prospects were thinking about 
than they would in the store. 

One salesman learned that a stoker 
prospect had just returned from Cali- 
fornia. Having been over the same 
ground he was soon on a confidential 
basis and she wound up the conver- 
sation by saying, “To tell the truth, 
we are thinking about buying a stoker, 
but the one we were looking at costs 
a good deal less than yours.” 

Replied the salesman, “That’s per- 
fectly all right, madam. You know 
when you go downtown you see shoes 
selling at $1.95 and shoes at $8. You 
know, because you have long experi- 
ence wearing shoes, that the $1.95 
number is not nearly as good as the 
$8 one. The same thing is true with 
stokers. However, stokers are some- 
thing you are not accustomed to buy- 
ing and you have to judge by the 
price alone. As an expert, I can as- 
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“TRAILERS 


He “beards the lion in his den, 
the Douglas in his hall.’ Sears 
is next door. 


Any housewife can wipe her hands on 
her apron and find time for a look. 


sure you there is a great difference in 
the different prices.” 

As a result of the trailer campaign, 
C. E. Wildberger & Company, sold 
in 1940 250 stokers. That’s about 
$50,000 worth of merchandise. The 
year before when they had stokers on 
the floor, they only sold 40. 

Now we must tell you the sad 
end of the story: C. E. Wildberger 
has nine salesmen who have been with 
the firm seven years or more. They 
are topnotch men and have _indi- 
vidual ways of thinking. When these 
boys went bargaining out on trailers 
it was not long before they ran up 
all the leads they could possibly han- 
dle. So, since riding a trailer around 
town is hard work they quit doing it 
one by one as the novelty wore off. 

“As a result, we have sold the trail- 
ers for country trade,” says Mr. 
Wildberger. 

Nevertheless the campaign opened 
up Wildberger’s salesmen’s eyes to 
possibilities of heating as a seasonal 
mission salesmen will follow stuff in 
item. The firm believes that com- 
season naturally, and attempts to aid 
its men by merchandise and methods 
that are different from its big competi- 
tor next door, Sears Roebuck. 

C. E. Wildberger & Company gives 


an installation on stokers that makes 
the owner proud. The firm has its 
own installation and service crew. 
Minneapolis-Honeywell controls are 
used throughout. 

In the new store building the walls 
are soundproof so that each salesman 
may carry on a conversation with 
his prospect without being overheard. 
The merchandise is arranged on the 
floor so that similar sizes do not coin- 
cide. Thus each salesman may be 
leading along his prospect and their 
conversation won’t be overheard by 
others. No small appliances are car- 
ried as Mr. Wildberger feels his men 
are out for big game and these will 
not mix in. 

Some 30 per cent of the refrigera- 
tion sales of 1941 were replacements, 
which is natural, Mr. Wildberger 
points out, with an aggressive sales 
crew that goes out and replaces an- 
tique refrigerators before they actu- 
ally stop operating. 

It is interesting to note that every 
possible trick of dramatization is em- 
ployed in selling 
plete Frigidaire demonstration table 
of parts. ABC and Bendix washers 
are sold, Frigidaire refrigerators and 
Delco stokers. Associated with C. E. 
Wildberger is his son, Earle E. 


including a com- 
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Production Managers 


Those men who supervise the 
manufacture of powered ma- 
== Chines and appli- 
' ances, appreciate 
} the construction and perform- 


Ah— 


~ ance of Briggs & Stratton Motors. 

4) Production managers—men 

who know good machinery 

and how to make it—under- 

stand and appreciate the fine 

workmanship, quality mate- 

rials, skilled designing and high 

standards of construction so evident 
in Briggs & Stratton motors. 


They know how well it pays their com- 
panies to power with Briggs & Stratton 
motors and add their stamp of a 

proval to these compact, d ble, 
air-cooled gasoline motors that make 
their equipment perform best—always. 


BRIGGS & STRATTON CORP. 
Milwaukee, Wisconsin, U.S. A. 
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Adequate Wiring 








REVIEW & FORECAST... 1 


1941 Adequate Wiring—the electrical 
job in home building—provided the 
electrical industry with the greatest 
sales opportunity it has ever had in 
this field. As a market for the in- 
dustry’s products and service, new 
home building moved up into a major 
place in the electrical picture. 

The shortages that developed in 
building materials and the restrictions 
imposed by OPM in September caught 
the home-building business right at 
the top of a giant stride. While the 
momentum slowed down in the last 
quarter of the year, the number of 
single family homes constructed in 
1941 approached the all-time peak es- 
tablished in 1925. 

Going into the 1941 home-building 
year—with a three-year program of 
education and organization for ade- 
quate wiring behind it, the electrical 
industry was in an excellent position 
to develop the electrical job in home 
building, as a better service to the 
public and a greater sales opportunity 
for the industry. 

When the emergency forced restric- 
tions on the home-building program 
and limitations on the amount of criti- 
cal materials for construction of homes 
for defense workers, the electrical in- 
dustry was prepared as a result of its 
organized program on adequate wiring 
to render an essential service to those 
responsible for carrying out this phase 
of the nation’s emergency program. 

The Homes For Defense Program, 
as set up by the OPM in September, 
called for the construction of 300,000 
homes in 375 designated areas, for the 
fiscal year ending June 30, 1942. It 


| called on private initiative and private 


financing to provide 200,000 of these 
homes. Under the program, the builder 
was restricted to homes built to sell 
for $6,000 or less or homes to rent at 
$50 monthly or less. The electrical 
job in these homes was limited to a 
specified number of outlets per room, 
so as to conserve critical electrical 
materials for defense production. 

The experience gained in building, 
financing and adequate wiring of low- 
cost homes during the three years 
prior to the emergency, was most help- 
ful to the representatives of those in- 
dustries and agencies which were 
called on to work with those respon- 
sible for carrying out the Homes For 
Defense Program. 

The electrical industry, represented 
by its Adequate Wiring Bureaus, Com- 
mittees and Electrical Leagues, oper- 
ating in the major centers of defense 
areas, organized and conducted con- 
ferences to discuss the problems and 
work out a program of cooperation 
with the several branches of the home- 
building industry and for industry 
service during the present war emer- 
gency. 

That “Shot Gun” wiring was out in 
even the smallest low-cost homes built 
under the emergency program was the 
idea that permeated all these confer- 
ences. Detailed planning of the wir- 
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ing layout, detailed specifications and 
bills of material were declared an es- 
sential electrical industry service to 
the home builders, home-financing in- 
stitutions and governmental agencies 
during the emergency. 

Reports presented at the conferences 
indicated that there has come to be a 
definite realization on the part of those 
responsible for the emergency home- 
building program that a house intelli- 
gently wired to specifications would 
assure: 

1. The possibility of saving in cur- 
rent consumption. 

2. The possibility of preventing 
electrical obsolescence in the home 
over a period of years. 

3. Recognition that people who do 
their own work are dependent on elec- 
trical appliances and require practical 
wiring systems to operate them. 

4. Provision against the develop- 
ment of a bottleneck in serving the 
additional appliances that will be 
wanted and available in the post-war 
period. 

The dominant theme of all these 
meetings was that while (1) it may 
not now be possible to wire a house 
adequately according to the indus- 
try’s minimum standards, (2) intelli- 
gent planning of the wiring in home 
building during the emergency, will 
have a bearing on future salability 
and safeguard the interests of home- 
financing agencies by assuring in- 
stallations with provisions made for 
future additions essential to adequacy. 

This report of the electrical indus- 
try’s response in meeting with prob- 
lems of providing homes for defense 
workers during the emergency, is the 
high spot in the review of the Ade- 
quate Wiring Program’s activity and 
accomplishments in 1941. Recognition 
of the industry’s place in this picture 
was brought to the fore through a 
major activity of the Adequate Wir- 
ing Program during the Spring and 
Summer of 1941. 

This activity featured a new ap- 
proach. It was to the banking and 
financing interests involved in the fi- 
nancing of home construction. Local 
Adequate Wiring Bureaus, Commit- 
tees and Leagues organized special 
meetings to present the Adequate Wir- 
ing Program in terms of its interest to 
the home-financing institutions and 
agencies. Salient points of the pres- 
entation made in these meetings was: 

1. Today’s home building program 
is different. Homes are built to sell 
at prices in line with the lower middle 
income bracket. In the roaring 20’s 
home financing was based on a 40 per- 
cent loan with a 3-year first mortgage. 
Today home financing is based on a 
90 percent loan with monthly pay- 
ments for 15, 20 and 25 years. 

2. Owner satisfaction may rate 100 
percent at the time the loan is made. 
But how well can it be maintained 
throughout the long payment period? 

3. We know that it takes from 6 
months to 1 year for the owner to 
become aware of the shortcomings of 
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the wiring installation of his new 
home. With the increased demands 
on the wiring installation during the 
first 5 years, there may grow a con- 
tinuing dissatisfaction with the home. 

4. The critical period in the financ- 
ing institution relationship with the 
home owner will come between the 
9th and 11th years. At that time the 
depreciation will exceed the total 
amount of the owner’s initial and 
monthly payments. If a satisfactory 
relationship can be maintained up to 
that time, there is assurance that it 
will continue over the entire payment 
period. 

5. The electrical job is one of about 
35 operations in building a home on 
which the appraiser must qualify as an 
expert. Electrical wiring, installed, 
according to the industry’s minimum 
standard developed over a period of 
8 years of study and negotiation (1) 
relieves the buyer’s anxiety about the 
adequacy of his installation, (2) makes 
the electrical job a one-step operation 
for the builder, (3) rates plus value 
with the appraiser, (4) is the financial 
institution’s assurance of owner satis- 
faction through the critical period of 
its relations with the owner and bor- 
rower, and (5) is the user’s guarantee 
of convenience, safety, and resale value 
throughout the years. 

This new approach was the logical 
follow-through on the educational and 
organization work that had been de- 
veloped through the activities of the 
program during the three years of its 
operation prior to 1941. With well- 
organized operations on adequate wir- 
ing covering most of the major cen- 
ters of home-building activity, the in- 
dustry was in a position to render the 
service called for in following through 
on this program with the home-financ- 
ing institutions and agencies. 

With a better public understanding 
of the electrical job in home building, 
activities of local bureaus, committees 
and leagues resulted in gratifying in- 
creases in the adequacy of wiring 
installations in a major part of the 
new homes constructed in the banner 
home-building year of 1941. 

Adequate capacity in the service 
entrances of these adequately wired 
1941 homes will be welcomed by the 
dealer’s salesmen of ranges and water 
heaters in the post-war period. Ade- 
quate size wire in the circuits serving 
the kitchen, dinettes, dining-rooms, 
laundries and basement, will prevent 
the service interruptions that have 
been so costly to the operating depart- 
ment of the utilities. Adequate lay- 
outs for circuits and location of out- 
lets will give the electrical industry’s 
customers living in these 1941 ade- 
quately wired homes full convenience 
and full value for the money they 
invest in electrical appliances and the 
money they pay for the electricity they 
use. 

With the electrical industry visual- 
izing a super-market for its products 
and services in the post-war period, 
the Adequate Wiring Program is dedi- 
cated to carry on the educational work 
and maintain the organization spirit, 
to insure continuity of the effort to 
build the electrical super-highway for 
super-service to this super-market in 
the post-war period to come. And the 
job is under way. 
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It’s not pleasant for us to have to say “No” so 
often, these days, to our many civilian Chromel 
customers ... for we are well aware of their 
long-time loyalty to Chromel for their heating 
elements. Chromel is scarce for domestic use 
because of War demands. These uses of Chromel 
are as varied as the munitions program itself. . . 
of which one is pictured here, in Portable Radio The scarcity of Chrome! for civilian use is due to Wor 
Field Equipment. demands for nickel and for Chromel. Please bear with us. 
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HOSKINS MANUFACTURING COMPANY, DETROIT, MICHIGAN 
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“WINGS OF DEFENSE” 
.+. this striking display 
shows you the amazing 


variety in sizes and color 
of G-E MAZDA F lamps. 
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eThe ever increasing 
demand for G-E MAZDA 
F (Fluorescent) lamps 
has resulted in many 
manufacturing economies in our fluorescent 
factories. In line with long established Gen- 
eral Electric policy, these savings are passed 
along to our customers through the reduced 
prices on G-E MAZDA F lamps announced 


below, effective January 1, 1942. 


Olks want these lamps 


This reduction marks another step in the 
downward trend of the cost of Better Light 
for Better Sight. (Since G-E MAZDA F lamps 
were first introduced in 1938 prices have 
been reduced as much as 60%). It is par- 
ticularly significant now, since so many of 
these lamps are being used to supply cool, 
efficient “indoor daylight” for defense indus- 
tries... to speed production, cut down waste 
and protect the eyesight of defense workers. 





14-watt T-12 

_— 15-watt T-8 

15-watt T-12 .. 
20-watt T-12 

DOE en ck se 
40-watt T-12 

100-watt T-17 . 





Effective January 1, 1942 
NEW LOW PRICES ON G-E MAZDA F LAMPS 


. . « was $3.00 .. NOW $2.60 
Above prices refer to daylight and 3500° white. 


- was 90c .. NOW 80c 
. was 75c .. NOW 65¢ * 
- was 95c .. NOW 80c 
- was 95c .. NOW 80c 
- was 95c .. NOW 80c 
. was $1.35 .. NOW $1.15 





Prices also reduced on soft white and colored G-E MAZDA F lamps. 


CO Da. ©. WA 0: Wan Oy Oo 
GENERAL(#)ELECTRIC 
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HEATING SHOW TO 
STRESS DEFENSE 


To be Held in Philly Jan. 26-30 


PHILADELPHIA—Advance _iniorma- 
tion from exhibitors at the 7th Interna- 
tional Heating and Ventilating Exposi- 
tion indicates that a great deal of new 
equipment will be shown, covering all 
branches of the field, notwithstanding the 
deep concentration of many manufactur- 
ers on production of standard goods for 
defense plants. The Exposition, to be 
held January 26 to 30, in the Commercial 
Museum, Phil adelphia, will be the first of 
its kind in two years. 

Industrial mobilization for defense has 
created many new problems on which this 
year’s Exposition will shed a good deal 
of light. A number of manufacturers will 
devote considerable space to demonstrat- 
ing the kind of government work in 
which they are engaged. At the same 
time, they will reveal how their com- 
mercial activities are being adjusted and 
carried on during the emergency. 

Under the impulse of the government- 
sponsored more for defense housing, 
manufacturers have taken a more active 
interest in low-cost equipment for small 
dwellings, and will show a good deal of 
new equipment along this line at the 
forthcoming Exposition. 

One exhibitor of a boiler of this type 
emphasizes that it can be used for all 
fuels, and that it incorporates a built-in 
tankless heater for domestic hot water. 
The same exhibitor also will show a 
cabinet type radiant radiator, made en- 
tirely of cast iron, eliminating copper for 
the heating medium and steel for the en- 
closure. In the same exhibit is also a 
new low-cost electric steam radiator for 
auxiliary and spectial types of heating. 

Warm air house heating systems in- 
corporating provisions for circulating 
cool air in Summer will have good repre- 
sentation at the Exposition, along with 
steam and hot water systems of both 
the gravity and forced circulation types. 
Several exhibitors provide units for con- 
verting gravity plants into forced-air 
systems. Others offer “conversion regis- 
ters” for application where such changes 
are being made. 


W. T. Grant to Stock Appliances 
BUFFALO, N. Y.—One of the first “10 


cent” stores in America to stock appli- 
ances is said to be the department store 
being opened by the W. T. Grant Co., 


University City, Buffalo. 
Harry R. Stephens, manager of the 
unit, announces that besides furniture, 


radios selling up to $25 and a general 
line of General Electric appliances will 
be carried. 

Parking areas to 
cars near the 


setup. 


accommodate 1,000 
store is a feature of the 
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DEXTER TAKES OVER 
HAAG BROS. WASHERS 


New Haag plant in Peoria to 
Handle Service 


PEORIA, ILL.—No more Haag Bros. 
washing machines will be manufactured 
in Peoria, according to a recent an- 
nouncement sent out to all Haag dis- 
tributors and dealers. The plant and 
equipment have been sold “to people with 
large defense contracts” and the special 
tools and equipment for the production 


of Haag washers has been taken 
by the Dexter Company, Fairfield, Iowa. 
Dexter, the announcement said, will con- 
tinue to manufacture Haag washers, sub- 
ject to whatever regulations and curtail- 
ments imposed by Washington. 


over 


Haag Builds New Plant 


Haag Bros Co., however, have built a 
new plant at 1616 N. Adams St., Peoria, 
Ill., and has outfitted this plant to handle 
Haag repair parts and service and “for 
the development of new ideas for do- 
mestic laundry equipment.” 

In the future, the announcement said, 
all letters and orders for repair parts 
and service should be directed to the 
new plant at Peoria and all orders or 
inquiries on Haag washers should be di- 
rected to Dexter Company’s plant at 
Fairfield, Iowa. 


WASHER INDUSTRY PATTERN FOR 
OTHERS IN MANUFACTURE OF WAR 
GOODS, ODLUM TELLS MEETING 


To Start "Conversion Con- 
ferences", He Says 


CLEVELAND Announcement 
Floyd B. Odlum, chief of contract dis- 
tribution, Office of Production Man- 
agement, that he would make an imme- 
diate beginning of converting all the 
American durable goods consumer in- 
dustries to war work on the pattern just 
successfully inaugurated by the makers 
of household washers and ironers high- 
lighted a two-day conference in Cleve- 
land (December 15-16) of the home 
laundering equipment producers. 
Adoption of a plan for a series of 
“conversion conferences” in Washing- 
ton, at which the respective industries 
will plan pooling of their manufactur- 
ing resources for defense production was 
announced by Mr. Odlum in a long-dis- 
tance telephone address to the largest 
meeting of household’ washer-ironer 
makers ever held, with 150 representa- 
tives of the industry’s thirty companies 
present, from Connecticut to Iowa. 
The washer-ironer industry has a 


by 


Belden on "Chicago at Work" Program 





Executives of Belden Manufacturing Company tell of their plants’ 


of magnet wire and “Corditis-free" 


electrical cords for national defense. 


production 
Sta- 


tion WHIP announcer, Henry Dorf, (second from left) interviews H. W. Clough 


(left), 


vice-president in charge of sales; Whipple Jacobs (third from left), 
president; and C. S. Craigmile, vice-president in charge of production. 


The 


program—one of the series of “Chicago at Work" programs—originated in the 


Chicago plant of Belden. 
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$12,900,000 contract for producing ma- 
chine-gun mounts, the only manufactur- 
ing arrangement which has been entered 
into by W ashington with any industry. 
The contract also is unique in its includ- 
ing three prime contractors, the War 
Department's only departure from _ its 
age-old policy of dealing with only one. 
In the washer-ironer industry’s case these 
are the Apex Electrical Manufacturing 
Company, Cleveland, Ohio; Easy Wash- 
ing Machine Corporation, ‘Syracuse, and 
the Nineteen Hundred Corporation, St. 
Joseph, Mich. The remainder of the 
industry will act as sub-contractors. 
The Cleveland meeting was held for 


the industry’s first view of the gun- 
mount and the blueprints which the 
manufacturers will use. 


“We are inspired by your announce- 
ment to us that the success of our in- 
dustry-wide plan of cooperation in de- 
fense work has brought a decision by 


you to extend our conversion methods 
through American industry,” W. Neal 
Gallagher, head of the Automatic 
Washer Company, Newton, Iowa, and 
president of the American Washer and 
Ironer Manufacturers’ association, tele- 
graphed Mr. Odlum. “We accept the 


challenge implied in your decision and 
pledge unswerving devotion to our final 
victory objective. We always made bet 
ter washers and ironers than Hitler's 
country ever could produce and now we 
will proceed to making better machine- 
gun mounts.” 

Typifying the temper of the confer- 
ence, President Gallagher told the man- 
ufacturers present that “as little as ten 
days ago I couldn’t get much enthused 
over defense. All the bombs were 3,000 
or 4,000 miles away. But today nobody 
knows where they will be falling ten 
days from now. I don’t consider any 
washer or ironer worth the life of any 
American boy, soldier, sailor or marine.” 

“When your industry began its Wash- 
ington conferences in August, defense 
needs seemed remote, but the treacherous 
attack on Pearl Harbor by the Japanese 
and the carefully timed declarations of 
war by Germany and Italy demonstrated 
that countrywide conversion to defense 
production is an immediate necessity,” 
Peter Nehemkis, OEM, said, introducing 
Mr. Odlum. 

“Your industry is showing all industry 
how to convert its manufacturing re- 
sources to war needs. What you are be- 
ginning to do-must be done now by all 
the vast consumer durable goods field. 
After Dunquerque, all Great Britain was 
immediately converted at least 50 percent 
to defense production. What Dunquerque 
did for England, Pearl Harbor must do 
for the United States.” 
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TORES, offices and shops are constantly faced 

with upset stocks, changing markets, changing 
credit conditions. Yet they know that delay in han- 
dling these tricky situations turns customers away 
and loses old friends for them. 
All you need to do to sell Teletalk is to explain that 
here's a time saver that gives accurate clear toned 
inter-departmental communication in less time than 
it takes to take one step .. . that the tones are so 
clear and natural that you can actually recognize 
the speaker's voice . . . that volume control permits 
the user to adjust messages so they can be heard 
clear across the room or reduce them to a barely 
audible whisper. 
Why don’t you go after profitable business on this 
nationally advertised merchandise? Your present 
retail store customers are ‘‘tops”’ as an initial list of 
Prospects. Send today for a Teletalk catalog and full 
selling information. 


License under { S. Patents of Western Electric Company, 


1 American Telephone and Telegraph Company 


WEBSTER ELECTRIC COMPANY, Racine, Wis., U.S. A. Established 1909. Export 
Dept.: 100 Varick St., New York City. Cable Address: “"ARLAB” New York City 


WEBSTER M ELECTRIC 


Where Quality is a Responsibility and Fair Dealing an Obligation” 


MANUFACTURERS OF TELETALK INTERCOMMUNICATION AND PAGING SYSTEMS + POWER AMPLIFIERS AND SOUND DISTRI 
BUTION EQUIPMENT + RADIO PHONOGRAFPH FICKUPS + IGNITION TEANSFORMERS AND FUEL UNITS FOR O11 BURNERS 
- -~ 
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BUFFALO DEALERS DIS- 
CUSS EMERGENCY 
MEASURES 


Service, Rentals and New Lines 


Considered 


N. Y.—Ways and means 
of keeping electrical appliance dealers 
solvent during the national emergency 
were discussed ot a meeting of the Ap- 
pliance Committee of the Electric Asso- 
ciation of the Niagara Frontier, Inc. The 
committee agreed that all electrical deal- 
ers should be helped to meet the emer- 
gency in the best manner possible and 
somewhat along the following lines: 

1—Increased pressure on service and 
repair business. 

2—Rental of various appliances. 

3—Addition of new lines, such as 
kitchen cabinets, linoleum and other floor 
coverings, mattresses, furniture, stokers, 
oil burners, blowers, thermostats, attic 
ventilating, air conditioning and residen- 
tial insulation. 

It was suggested that this committee 
co-operate with three other merchandis- 
ing committees of the Electrical Asso- 
ciation in conducting a Merchandising 
Clinic starting at about 2:30 in the 
afternoon and continuing into the evening 
with an interlude for cocktails and din- 
ner. The program would consist of 
speakers, each one to be followed by an 
open forum discussion period. This pro- 
posal will be recommended to the asso- 
ciation’s board of directors. 

Some committee members suggested 
that the association should attempt to 
keep dealer member informed of the vari- 
ous interpretations of the new Federal 
Reserve Board rulings on time payment 
sales. The association secretary sug- 
gested that trade paper discussions on 
this subject be sent to dealers, permitting 
them to decide what course to follow 
themselves. 

The secretary also reported that a pre- 
liminary investigation on the advisability 
of conducting a Bride’s Cooking School 
indicated that at least 70 could be counted 
upon to attend such a school, all being 
brides of one or two months and all resi- 
dents of the City of Buffalo. 

Discussion was held on the Sweepstake 
promotion which has been conducted regu- 
larly by the association for the past five 
years. Committee members were agreed 
such a promotion should be continued 
this year because most felt there would 
be no shortage of appliances for the 
Christmas season. It also was agreed 
that the program serves to fix the names 
of association members more firmly in 
the minds of the public. 

The suggestion was made that this year 
the method of awarding prizes be revised 
somewhat to include a special bonus to 
those persons who, since receiving the 
coupon, have purchased an item which 
they later win. 

It was suggested that if a person buys 
a roaster after receiving a sweepstake 
coupon with her electric light bill and 
then should win a roaster, she should be 
given twice the cash value of the roaster 
she bought. The committee felt this 
would be of great value in influencing 
buyers to purchase the appliances on the 
prize list, in the hope of getting the 
double value bonus. 


BUFFALO, 


Electric Range Sales Double in Duluth 


DULUTH—The number of electric 
ranges sold in the Duluth area of the 
Minnesota Power & Light Company al- 
most doubled for the first ten months of 
1941 as compared to the previous year, 
according to figures just released. Fol- 
lowing is a comparison on several appli- 
ances. 


1940 1941 
Electric Ranges........... 788 1446 
Water Heaters........... 329 513 
Refrigerators .. .. -2663 3999 
1.E.S. Lamps 4188 5027 
Washers . 2226 2615 
lroners . 123 192 
Cleaners . . 962 1464 
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New Responsibility 





RMA has chosen Dr. Ray H. Manson, 
vice-president and general manager of 
Stromberg - Carlson for further official 
positions and duties in the Association. 
Dr. Manson has been unanimously 
elected as the new chairman of the 
RMA Set Division which carried with it 
a Vice Presidency of the Association, 
and he also has been named by Presi- 
dent Galvin as a member of the Asso- 
ciation's Executive, or governing, Com- 
mittee. 


OIL SPACE HEATERS 
UNDER DISCUSSION 
AT ANNUAL MEETING 


CLEVELAND—The multiple problems 
confronting the oil burning space heater 
industry were the subject of exhaustive 
analysis at the Ninth Annual Convention 
of the Institute of Cooking and Heating 
Appliance Manufacturers, held December 
3rd, 4th and 5th at Cincinnati, Ohio. 
Robert T. Frazier, vice president of 
the Cavalier Corporation, Chattanooga, 
Tenn., was re-elected president of the 
Institute. Other officers elected were 
E. K. Priest of the Moore Corporation, 
Joliet, Ill, and Henry F. Minster of the 
Roberts & Mander Company, Hatboro, 
Pa. The permanent chairman for the 
convention was M. F. Cotes, vice presi- 


| dent of the Duo-Therm Division of the 


Motor Wheel Corporation. 
Principal subjects discussed were ef- 


fective priorities on oil space heater pro- 


duction, price control, standardization of 
models and the opportunities in defense 
housing construction. This latter subject 
was discussed at length by Abner H. 
Ferguson, administrator of the Federal 
Housing Administration at Washington. 

Pointing out that housing is one of 
the most important cogs in the defense 
machine, Mr. Ferguson said that the test 
for allocating priorities is where con- 
struction or repair work is necessary to 
national defense or to the health of the 
civilian population. 

Other speakers at the Convention in- 
cluded Henry A. Dinegar, chief of the 
refrigeration and air conditioning unit, 
Division of Civilian Supply, OPM; 
Lewis Moore, Jr., chief cooking and 
heating unit, Consumers’ Durable Goods 
Section, OPA; Ralph K. Kaul of the 
Priorities Branch, Labor Division, 
OPM; Albert M. Kahn, Robert T. 
Frazier, Dr. Andrew Bogardus of OPA, 
Samuel Dunckel, managing director of 
the Institute of Cooking and Heating 
Appliance Manufacturers and others. 

There were about 400 delegates at- 
tending the Convention representing 100 
dealers. 


New Orleans Trains Girls to Sell 


NEW ORLEANS—Advertisements in 
help wanted columns of New Orleans 
newspapers, letters to New Orleans high 
schools, are being used by the Electrical 
Supply Company, New Orleans distribu- 
tors, to attract young women for their 
training school. 

This instruction is conducted by Geral- 
dine Sparr, and is operated with the idea 
of teaching young women how to sell re- 
frigerators, ranges and other home equip- 
ment. 
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AMERICA’S | 


Most Complete 


LINE OF IRONERS 


Not the usual "top-end" or 
















"low-end" line, but a model 
for every purse and every 
type of home—from the 48" 
Super to the Portable Iron- 
ette. 


Royal Deluxe 

with cabinet 
closed 

Royal Deluxe Model 
$-429 


“Space Saver’ 
Model S-413 


Simplex “Special 
Model $-426 


Space Saver” 
Model S-413-C 


In addition to serving in Defense 





Production, we shall continue to 





do everything humanly possible to 
take care of Simplex dealers. For 
complete information about the 
1942 Line, see your Simplex Dis- 
tributor or write us. 

48” Super Simplex 


AMERICAN IRONING MACHINE CO. 


ALGONQUIN, ILLINOIS 


IMPLEX TRONER 


THE HES T (ROKER 
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A Contest That Keeps 


Retail Salesmen On Their Toes 


HE late poet, Eugene Field, 
had rubber hooks on the coat 


tree in his office. Visitors re- 
peatedly saw their clothing fall to the 
floor without catching on. He had a 
trick chair which would sprawl the 
occupant on the floor. If the visitor 
wanted to go to the bathroom he found 
the place occupied by a lovely wax 
female dummy and said “excuse me.” 

That Fields’ letting 
visitors know they were not supposed 
to park themselves. 

Many a major appliance manager 
has wondered if ways and means could 
not be developed which would be 
equally effective in keeping salesmen 
on their feet and moving. The human 
being is a squatting animal. Depart- 
ment stores are lovely places in which 
to roost. In any number of department 
United States there 
who never get out to 
make a call, who live contentedly on 
the crumbs that traffic drops in their 
hands. A man who knows all the 
angles of the game is Gene Morgan, 
manager of the major appliance de- 
partment at the W. C. Stripling de- 
partment store in Fort Worth, Texas. 
Fourteen years ago he started work in 
the department he now heads. 


was way of 


stores across the 
are salesmen 


Salesman’s Contest 


$y means of a simple contest that 
costs the store nothing he has devised 
one way to get action out of his eight 
salesmen. The four whose sales total 
the highest each week are given two 
days on the floor. The four who are 
at the bottom of the heap get only one 
day on the floor. You have no idea of 
how much energy the lads put forth 
to hold these privileges. 

The second successful device gets 
salesmen out to contact the trade is 
the store’s method of paying off. No 
salesman can draw his commission 
until he presents at the cashier’s win- 
dow an installation report. He has to 
go out to the home and ostensively 
check over with the purchaser the new 
appliance. She signs a pink slip giv- 
ing the date of installation and record- 
ing whether or not she saw any 
noticeable defect. The inspection ap- 
pears strictly kosher to the purchaser 
who is glad for the interest taken, and 
it gives the salesman a look-around in 
the home. Furthermore, the pink slip 
is filed and if there is any beefing 
before payments are completed, this 
saws off any charge that “something 
was wrong with it when we bought it.” 

In the service department, Gene 
Morgan makes it a point to have a 
service man who can talk intelligently. 

“An understanding, sympathetic 
discussion of the service trouble over 
the telephone can do a lot to cut down 
costs,” he says. “In the first place a 
man can discover whether or not what 
is necessary is an educational call or 
if it is a genuine complaint. It is sur- 
prising how many imaginary troubles 
can be ironed out over the telephone.” 

The W. C. Stripling store today is 
getting about 40 per cent replacements 
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GENE MORGAN 


on refrigerators. Gene Morgan always 
make it a point to go out with the 
salesman and appraise the trade-in 
before the deal is closed. 

Orphans are no good, he says, and 
known brands over ten years old are 
not worth much. If the job does not 
have an obvious re-sale value, he re- 
members he can get $5 to $7 for used 
motors, possibly $3 for the hardware 
and hinges, and $8 for an ice box. 
The service department readies the 
trade-ins which are usually 
disposed of. 

“We guarantee our re-builds for 90 
days,” he said. “There is a lively de- 
mand down here for 4 cu. ft. boxes 
We can allow $25 apiece on these 
small sized units and sell them at from 
$39 to $49 which is satisfactory. The 
little trade-in boxes go well, but the 
big, old refrigerators are not so hot.” 

Gene Morgan is a friend of P. M. 
Bratten, sales manager for Frigidaire, 
and his favorite anecdote is how Phil 
Bratten went out with him to help 
sell a 15 cu. ft. box to a very rich 
man. “What are you going to keep in 
it?” asked Phil Bratten. 

“Dog meat,” replied the new owner. 
“That’s all.” 

In addition to Frigidaire, the W. C. 
Stripling department store handles 
Easy and Maytag washers. Salesmen 
work on anything that is in season. 


27-Year Old Range 
Traded In 


HEN Ted Offenstein of the 

Kansas City Power & Light 
Co. went out recently to look at a 
trade-in, he discovered it to be a model 
1914 Hotpoint standard range that had 
been in constant use for the last 27 
years. This veteran piece of kitchen 
equipment contained not only three 
surface cooking plates but also the 
deep well cooker. Its oven mounted 
on the upper left hand side was 
equipped with a glass door making 
clearly visible the food inside. It sold 
for $225 27 years ago. Far more effi- 
cient Hotpoint ranges may now be had 


in Kansas City for a little more than 
$100. 


easily 
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‘|thanks ae YOU! | 















ca Ss fn) 
* 9 
gain we have the privilege of thanking you for a record-breaking year—though, to confirm 
what you naturally suspect, it was the first six months that put us over the top. During that time 
ys we were able to produce all of the Toastmaster products you could sell—and how you sold them! 
- Over 50% more than during any first six month period in our history! 
Then came material shortages—and our mutual disappointments. Our production during the 
ne 
ire { last six months was greatly curtailed. We couldn’t begin to supply the skyrocketing demand. Never- 
not 
re- | theless, you were quick to understand and appreciate our situation. So for that, and for what finally 
sed . ‘ . . 
a proved to be our biggest year despite the handicaps, we would like to thank each of you personally. 
OX. 
the 
sily ‘ 
' OUR RETAILERS —for another outstanding job of displaying Toastmaster 
“a products and selling them to the public. We sincerely 
ae- 
ces regret that we couldn’t supply all that. you could have 
wee sold. For your patience, for standing by us, thanks a lot! 
The 
the 
ot.” . . . . . . 
M. —for cooperating 100% with our equitable distribution 
a policy. For not “‘playing favorites” even though demand 
1 
help topped supply many times over. We know that you, 
— too, had plenty of headaches. We appreciate your help! 
ner. 
wy OUR DISTRIBUTORS’ —for a grand job of selling Toastmaster products and 
idles SALESMEN policies right down the line. For your sympathy in 
men 
yn. understanding our present situation—and for explain- 
ing it to your retailers—our sincere thanks! 
the 
-ight WHAT’S THE OUTLOOK FOR 1942? You can naturally expect more service business on old 
at a Toastmaster* products. We suggest that you send those 
oa Undoubtedly, our production will be limited for °42—as requiring new parts to our nearest branch or authorized 
vi _~ it was during the last half of ’41. But you can rest assured service station in order to avoid dissipating our parts stock 
enh that whatever we produce will be distributed equitably and unnecessarily. The service station is listed in your ‘phone 
three fairly. As to substitute materials, you have our word that book, if there’s one in your city. If not, ship the products 
> the only those that meet Toastmaster’s high standards will be to our branch service station in New York, Detroit, Chicago 
unted used. And finally, you can be sure that Toastmaster adver- or Los Angeles, or to our factory service station in Elgin, 
was tising will continue bringing traffic to your store. and a cost estimate will be submitted to you immediately. 
aking 
t sold 
e effi- 
e had 
- than ere us ear. ove 
*TOASTMASTER”™ is a registered trademark of McGraw Etectaic Company, Toastmaster Products Division, Elgin, Illinois «+ Copyright 1942, McGraw Electric Co. 
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HOW TO KEEP TOASTER 
BUSINESS; MAKE MONEY 


¢ 29 


24 


Feature the Proctor Pop-up 
Toaster with the Crisper 















The CRISPER makes the Proctor 
toaster different. Use the litle 
“Crispy” cutout and Proctor 
counter display to identify the new 
and different toaster people want. 





CRISPER 


POP-UP TOASTERS — 
ARE NOT ALL ALIKE.... + Qs, 


Something new has been added to the pop-up 
toaster! It’s the Crisper—a Proctor invention. The 
Crisper controls toasting inside the slice. It makes 
the new Proctor Dual-Automatic entirely different 
from old-style pop-ups. Now you can sell perfect 
toast for all—toast that’s light, dark, soft, crisp, 
even Melba! Beyond a doubt, the Crisper doubles 
your sales opportunity. People wantit—youbenefit! 


PROCTOR 


DUAL-AUTOMATIC 
TC ip Ufd Wrsit with the CRISPER 


One Demonstration Is Worth A Thousand Words 

SAM Let your prospect push down the toasting lever of a 
VINING Proctor toaster—and listen in vain for the noise she 
expects to hear. Let her set the Crisper and Browner that 

SAYS: give her oven-type toast. Price will become secondary. 


if you use if yourself, you'll sell it! 
PROCTOR ELECTRIC COMPANY, Soles Division, Proctor & Schwartz, Inc., Phila. + Est. 1883 
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New Positions of the Month 








Assume New Frigidaire Responsibilities 





P. M. BRATTEN 


Frigidaire 


Two major sales executive changes 
have been announced by E. G. Biechler, 
General Manager, Frigidaire Division, 
General Motors Corporation. 

C. A. Copp, vice-president of General 
Motors Sales Corporation will devote his 
entire time to directing Frigidaire’s ex- 
tensive Defense activities and P. M 
3ratten, head of Frigidaire’s Appliance 
Division, has been appointed General 
Sales Manager of the combined Appli- 
ance, Commercial and Air Conditioning 
Divisions, assuming Mr. Copp’s former 
responsibilities. H. F. Lehman continues 
as Sales Manager of the Commercial and 
Air Conditioning Division. 


Westinghouse 


Appointment of John H. Ashbaugh as 
manager of manufacturing and engineer- 
ing of the Westinghouse merchandising 
division is announced by B. W. Clark, 
vice president. 

Mr. Ashbaugh has been acting man- 
ager of the two departments since Janu- 
ary, 1941. He directs the manufacturing 
and engineering activities of the two 
Westinghouse merchandising division 
plants, in Mansfield, Ohio and Spring- 
field, Mass. These plants are now at 
work on national defense orders—for 
bomb fuzes, binoculars, shells and other 
articles for the armed forces—as well as 
electric home appliances and commercial 
refrigeration and air conditioning equip- 
ment. 





J. H. ASHBAUGH 


Mr. Ashbaugh started with Westing- 
house in 1918 as a student engineer in 
the East Pittsburgh works. In March. 
1931, Mr. Ashbaugh went to the West- 
inghouse merchandising division as as- 
sistant manager of engineering of the 
Springfield works. In less than a year, 
he was named manager of engineering. 
During his years in this position, both 





CARL COPP 


electric refrigeration and air condition- 
ing had their greatest engineering and 
commercial developments. 

In 1935, Mr. Ashbaugh was awarded 
the prized Westinghouse Silver “W” for 
“reorganization of the engineering de- 
partment in times of stress and heavy 
loads, plus his contributions to the ad- 
vancement of refrigeration in the West- 
inghouse Company.” He was appointed 
acting manager of manufacturing and 
engineering of the merchandising division 
in January, 1941. He will make his 
headquarters in 


Westinghouse Supply 


Appointment of two new district mer- 
chandise managers of the Westinghouse 
Electric Supply Company was announced 
recently by B. W. Clark, President. Curt 
L. Blumer of the Pittsburgh sales force 
becomes merchandise manager of the 
East Central District, with headquarters 
here.- E. C. Ricker was named South- 
western District merchandise manager 
with headquarters in Dallas, Texas. 

Mr. Blumer succeeds W. M. Kline in 
the Pittsburgh post, Mr. Kline being 
transferred to managership of the Toledo, 
O., branch. W. L. Howlett, Toledo man- 
ager, moves to Cleveland, O., in a similar 
capacity. W. W. Adams, manager in 
Cleveland, becomes apparatus and supply 
manager of the Chio division, with offices 
in Cleveland. 


Graybar 


T. W. Conrad takes over his duties as 
acting manager at Omaha after 32 years 
of service. In 1909 he came with Western 
Electric as a claims clerk, becoming sales 
clerk in 1911. He remained active in the 
sales end of the business, but interrupted 
his service to join Uncle Sam’s armed 
forces in 1917. 

After the war he returned to Kansas 
City as a Specialist and served there 
until 1928 when he became sales manager 
of the Tulsa office, which position he has 
ably filled to date. At Omaha he replaces 
F. J. Saffer whose illness prevents his 
continuation as Manager. 


Auerbach’s (Salt Lake City) 


Earl L. Clark is new manager of the 
electrical appliance and housewares de- 
partment of Auerbach’s of Salt Lake 
City. Mr. Clark has expanded the 
work of the department, adding addi- 
tional salesmen. Among recent events 
which his department has sponsored 
have been the Westinghouse cooking 
school at the Centre Theater, which 
was attended by hundreds of house- 
wives, and an outstanding exhibit at 
the Utah State Fair. Auerbach’s now 
handle the Westinghouse line of major 
appliances. 
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Chrysler Airtemp 


Edmund A. Orrell, recently zone man- 
ager for White Motor Truck Co., has 
been appointed district manager in the 
Raleigh, N. C. territory for the Airtemp 
Division of Chrysler Corporation, accord- 
ing to an announcement by Paul B. Zim- 





E. A. ORRELL 


merman, vice president and general sales 
manager. 

In his new connection, Mr. Orrell will 
be responsible for the development of Air- 
temp dealers in the Raleigh territory and 
the servicing of their requirements. 


G-E Bridgeport Works 


J. W. McNairy, who has been associ- 
ated in various engineering and manufac- 
turing capacities with the General 
Electric Company for 24 years, has been 
appointed assistant manager of the 
Bridgeport Works of the General Elec- 
tric Company, effective December 1, it 
has been announced by W. Stewart Clark, 
Works Manager. 


G-E Bridgeport Laboratory 


Irving C. Eaton, assistant engineer of 
the General Electric works laboratory at 
Bridgeport, Conn., since 1930, has been 
appointed engineer by W. Stewart Clark, 
works manager, succeeding E. W. 
Schwartz who has resigned. 


General Electric Plastics Department 


William H. Milton, Jr., has been named 
manager of the plastics department of 
the General Electric Company, Pittsfield, 
Mass., succeeding G. H. Shill, who be- 
comes assistant to the manager of the 
appliance and merchandise department 
with headquarters in Bridgeport, Conn. 





W. H. MILTON, JR. 


This announcement was made recently by 
Vice President H. L. Andrews, who 
stated that Mr. Milton will have the 
responsibility for the operation of the 
company’s five plastics factories in Pitts- 
field, Taunton, and Lynn, Mass., Fort 
Wayne, Ind., and Meriden, Conn. 




















This is a good 
year to sell 


good products 


® People have more money in their 
pockets this year. This can mean more 
quality sales for you. 


© Yet quality must be backed up. People 
want to know that they’re getting what 
they pay for. 


© Here is where the familiar Armco tri- 
angle can help you sell the better and 
more profitable products you want to sell 
in 1942. 


¢ On porcelain enameled refrigerators, 
ranges and washing machines the ARMCO 
label stands for utmost quality in enamel- 
ing iron—the metal beneath the rich, 
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lustrous porcelain. And that’s mighty 
important for the appliances that must 
support your reputation by giving years 
of satisfactory service. 

e Armco-labeled products bring you still 
another advantage. Your customers know 





this famous trademark. It has been na- 
tionally advertised since 1914. A twenty- 
eight-year backlog of public confidence 
goes to work for you when you can say 
that your appliances are porcelain en- 
ameled on Armco Ingot Iron. Start doing 
it and see. 

© The American Rolling Mill Company, 
31 Curtis Street, Middletown, Ohio. 
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Baking at its best for your customers in 
this BIG oven .. . plenty of room for big 
roast, for proper staggering of utensils in 
oven meal! Oven is illuminated, has Tuf- 
Flex glass sight window. 





steaks, chops, 


Broiling at its best, too! . . 
and fish give their best when they're 


broiled electrically. Show your customers 
how the big pan can be used for whole 
“broiled dinners!" 


FLORENCE STOVE COMPANY 


General Offices and Plant: Gardner, 
Mass.; Western Offices and Plant: 
Kankakee, Ill.; Sales Offices: 1458 
Merchandise Mart, Chicago; 45 E. 
7th St., New York; 53 Alabama 
St., S. W., Atlanta; 301 N. Market 
St., Dallas; and 2730—16th St., San 
Francisco. 


at its best 


SELL IT 
IN THIS RANGE 








This great Florence Electric Range 
packs a powerful selling wallop. It 
puts feature after feature into your 
hands. . 
ises your customer cooking at its best 

. the sort of cooking that has built 
Florence fame and name! 


. every one of them prom- 


You see some of these features 
here. There are plenty of others, too: 
a big warming compartment—not a 
drawer!—to warm dishes and keep 
foods hot . . . a big thrifty, time- 
saving deep well cooker . . 
porcelain finish .. . 


. full white 
a one-piece top. 
You can sell this range with any 
Florence 


one of the “famous four” 


accessories .. . from full 3-way auto- 
matic time control to cooking-top 
lamp alone . . . “tailoring” it exactly 
to your customer’s wants. 

Sounds like a profit maker, doesn’t 
it? It is! Write today for full infor- 
mation on Model E113C. 


previ itttttsttttttt ttt 


See Florence FIRST 
at the Big Show! 
CHICAGO 
January 5 — 17 
Permanent Florence Exhibit 
1458- 1459 Merchandise sumed 


aeannewwnnnn ——= 





FLORENCE fczsicRANGES 


MASTER MODELS WITH INTERCHANGEABLE FEATURES 
THAT PUSH SALES UP AND HOLD INVENTORY DOWN 
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Westinghouse Vice President 





Election of T. |. Phillips as a vice presi- 
dent of the Westinghouse Electric and 
Manufacturing Company was announced 
after a recent board meeting by A. W. 
Robertson, chairman. Mr. Phillips started 
with the Company as a tool maker in 
1915 and has been assistant to the 
president of the Company since last 
February. 


Graybar Elects New 
Officers 


A. H. Nicoll New President 


NEW YORK—tThe board of directors 
of the Graybar Electric Company elected 
a new president, A. H. Nicoll, and three 
new vice presidents, G. F. Hessler, D. H. 
O’Brien, and E. W. Cashman. 

F. A. Ketcham, present president, be- 
comes chairman of the board, and the 
following field vice presidents continue 
in that capacity: W. P. Hoagland, Chi- 
cago; W. J. Drury, New York; and 
A. L. Hallstrom, Philadelphia. 

Mr. Nicoll reaches the presidency after 
30 years of service starting as a sales 
record clerk in San Francisco. Mr. Hess- 
ler has had 35 years of service, and Mr. 
O’Brien 25. Mr. Cashman started in 
1912 at Minneapolis. 


The Merchandise Mart 


Mr. John S. Duncombe has resigned 
his position as manager of the Adver- 
tising and News Pureau Division of 
The Merchandise Mart. 


Warren to OPA 





H. E. Warren, manager of the Hot- 
point Home Laundry Sales Division, has 
accepted an appointment to the Laun- 
dry Equipment Industry Advisory Panel, 
organized by Mr. Leon Henderson, Ad- 
ministrator, Office of Price Administra- 
tion. Mr. Warren, and other members 
of the industry, appointed by Mr. Hen- 
derson, will meet with O. P. A. in Wash- 
ington as occasion arises, to advise on 
price rulings formulated by O. P. A. 
and affecting domestic washing ma- 
chines, ironers, etc. 


JANUARY, 











His duties and responsibilities will be 
assumed by Mr. J. N. Stewart who will 
also continue in his capacity as man- 
ager of the Home Furnishings Division 
of The Merchandise Mart. 


Metz Heads A. W. Executive 
Committee 


NEW YORK—Herbert Metz, of the 
Graybar Electric Company, was elect- 
ed chairman of the Executive Commit- 
tee of the National Adequate Wiring 
Bureau at a meeting held in New York 
on Monday, December 15. Mr. Metz 
succeeds W. E. Sprackling vice presi- 
dent, Anaconda Wire & Cable Com- 
pany, who has so ably guided the affairs 
of the Bureau since this all-industry 
program was launched nearly four 
years ago. 

Mr. Metz has already made an out- 
standing contribution to the program, 
having been identified with the opera- 
tion as chairman of the Plan Commit- 
tee, since it was initiated. He brings 
to the chairmanship a wide background 
of experience in the electrical industry. 


Hallstrom Heads Philly League 
PHILADELPHIA—At _ the annual 


election of officers by the Board of 
Governors of The Electrical Associa- 
tion of Philadelphia held on Tuesday, 
December 16, A. L. Hallstrom was re- 
elected president for 1942. This will 
be the fourth term for Mr. Hallstrom 
who is vice president of Graybar Elec- 
tric Company, Inc. 





A. L. Hallstrom, Graybar vice-president, 
starts his fourth year as president of the 
Philadelphia Electrical Association. 


Other officers elected were: vice 
president, Howard L. Miller, president, 
Utilities Engineering Company; treas- 
urer, Philip H. Ward, Jr., president, 
Ward Electric Company; secretary, 
Robert J. Moran, chief of Electrical 
Department, Middle Department Rat- 
ing Association. 


Conn. Light & Power 


Alfred M. Wade, former supervisor 
of sales promotion of The Connecticut 
Light and Power Company, has suc- 
ceeded A. Y. Warner as manager of 
the Rockville-Stafford district of the 
Company. 

Mr. Wade joined The Connecticut 
Light and Power Company sales de- 
partment in 1924. In 1928, he left to 
accept a position with General Motors 
in New York. The following year he 
was made assistant sales manager for 
General Motors in India. In 1934 he 
returned to the sales department of the 
( . is & P. Co. 

A. Y. Warner, manager of the Rock- 
ville-Stafford district of the Company 
for the past two years, has been with 
the Company since 1930. He was 
manager of the Middletown district for 
six years before he became manager at 
Rockville. Mr. Warner resigned to 
join the Capewell Manufacturing Com- 
pany in Hartford. 
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The Sales Staff of the Lovell Mfg. Co. 





This picture was taken at the Shrine Club, Erie, Pa., November 25, 1941, in 
connection with the banquet celebrating the 75th Birthday of Mr. A. M. Doll 


and his 50 years of continuous service with the company. 


From left to right 


(seated) W. J. Schuler, washer account executive; E. W. Londregan; Edward 
C. Doll, vice president; A. M. Doll, president; H. H. Burtis, Paul N. Berner, 


sales promotion manager; Harlan G. Grosscup. 


(Standing) C. M. Thon, E. E. 


Sergeant; Frank C. Wagenknecht; Hugh Burtis, Charles F. Scherf; J. V. Arn- 
horst; R. J. Hatheway; Eldrid A. Johnson, special field representative. 


FIFTY YEARS WITH THE 
HOME LAUNDRY INDUSTRY 


A. M. Doll of Lovell Has 
Anniversary Party 


ERIE, PA.—When the first electric wash- 
ing machine was turned out some thirty- 
four years ago Mr. Albert M. Doll had 
been with the Lovell Manufacturing Co., 
Erie, Pa., number-one makers of wring- 
ers, some sixteen years. 

On November 26 Mr. Doll, president 
of the company for the last nineteen 
years, was entertained by the Lovell sales 
force and the entire Lovell staff, to cele- 
brate his seventy-fifth birthday, and his 
fifty years of service to the home laundry 
industry with the Lovell Manufacturing 
Co. 

It was a celebration of that splendid 
record, and it was an Erie and a Lovell 
party. Many industry friends and ad- 
mirers of Mr. Doll sent telegrams of 
felicitation. 

Mr. Earl V. Godfrey, general superin- 
tendent of the Lovell Manufacturing Co., 
presided. Of'special interest was the pre- 
sentation of a memorial plaque to Mr. 
Doll by the members of his organization 
“in appreciation of his successful leader- 
ship, his wise counsel and his unfailing 
devotion to duty.” The plaque was pre- 
sented by Mr. E. W. Londregan, assistant 
secretary, who has been connected with 
the company for forty-two years. Mr. 
E. C. Doll made a brief address, with 
special emphasis on introducing the sales 
department and the shop organization. 

This Lovell organization boasts many 
members of long service. Two salesmen 
have been with Lovell thirty-nine years 
each; two for thirty-four years each; and 
two more for twenty-nine years each. 

Also on the program was Mr. J. J. De 
DeVore, controller, who exhibited unsus- 
pected talents as a poet; Walter Kauff- 
man, chief engineer and Paul Berner, who 
had charge of the impressive closing 
feature. The highlight of the evening, 
however, was the presentation of the 
plaque by Mr. Londregan and Mr. Doll’s 
informal but effective acceptance speech. 


Kansas City FM Station Operating 


KANSAS CITY—Rehearsals, prepara- 
tory to going on the air with FM broad- 
casting has been in progress. with 
KMBC’s 1,500 watt experimental station 
in Kansas City, Mo., according to Arthur 
B. Church of that city. 
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A. M. DOLL 
President, Lovell Mfg. Co. 





GIBSON TO MAKE 
800,000 BOMB CASINGS 


GREENVILLE, MICH.—The Gibson 
Electric Refrigerator Corporation, Green- 
ville, has received word of an award of a 
defense contract for making parts of, 
assembling and delivering 800,000 incen- 
diary bomb casings. Gibson will be one 
of more than twenty manufacturers mak- 
ing these incendiary bomb casings, ac- 
cording to news from Washington. 

L. W. Hamper, vice president of Gib- 
son, could not say definitely at this time 
just when work will be started on the 
defense order as arrangements must be 
made to set up manufacturing operations. 

Mr. Hamper says that with the in- 
formation now at hand it appears that 
manufacturing operations on the bombs 
will begin in December or January and 
probably will be finished some time in 
April. 

Mr. Hamper pointed out that manu- 
facture of the bombs will be in addition 
to the 1942 Gibson refrigerator and range 
program already under way. Manufac- 
turing and shipping of Gibson civilian 
products will continue exactly as planned 
before the defense order was received 
by Gibson. 


1942 





SUNLIGHT MOTORS 


| 








OE ee 


Sunlight Motors 


Have Reserve 
Power For 


Emergencies” 





*One more reason why it’s 


easier to sell your customers 


Sunlight-powered appliances 
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HOTPOINT BRINGS OUT 4-STAR es 
| LAFF RIOT—"SAUCE FOR THE GANDER" the 


wil 


RUNNING WATER 


HELPS PRODUCE 
MORE FOOD 
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Worn out by his harrowing homemaking experiences, Tom Tupper (Damien 
O'Flyn) gets his first lesson on how it is done from the wise Mrs. Bentley (Nella 
Walker) in Hotpoint motion picture, “Sauce for the Gander.” | 











Sell Life-Long“ 
DAYTON 


WATER SYSTEMS 


@ You have a twofold advantage when you sell 
DAYTON Water Systems. First, every DAYTON 
System you sell is a direct contribution toward 
Victory because it helps produce more food. Run- 
ning water helps raise bigger and better crops and 
livestock. It not only brings increased production 














“Pride Goeth Before a Fall," as Tom Tupper (Damien O'Flyn) learns painfully ab 
in Hotpoint's laugh bit, "Sauce for the Gander.” pl: 


but comserves man power. 

Secondly, it is a very profitable line for you. 
DAYTONS are readily sold and easily installed. 
They are nationally advertised and have been the 
standard of comparison for 34 years. There are no 
trade-in “headaches.” The complete line includes 
jet pumps, shallow and deep well pumps, cellar 
drainers and water softeners . . . to fit any condition. 


Use coupon TODAY for 











fall particulars on this C 

* s st 

money-making line. F 

nm 

Tom Tupper (Damien O'Flyn) is amazed to find that he has invited himself Ji 
5 ee ee to the Hubbards for dinner on washday, and practically speechless on discover- of 

a hte tt TT) ing further that this has not upset Mrs. Hubbard (Mary Fields) in the least. 

‘ THE DAYTON PUMP &M scoq (A scene from Hotpoint's "Sauce for the Gander.’’) m 
a Dept. E. . FG. Co, C. 
EB Please ; P I, Dayton, Ohio ee st 
sen : 4 = . oO 4 < re rpe otion pic as ¢ ot 

. d complete informatio To Be Exhibited During Be Re sa ggie he —sllgae ney Rg acy linee Pre 
: M OM your Dayt A advertising medium with its first motion to 
. Name yeon Water Systems, January picture, “Blame It on Love.” A _ fea- m 
ture which has drawn much commenda- mi 

Hy CHICAGO—The new Hotpoint motion tion is the ingenuity of the “commercial.” $1 
* picture, “Sauce for the Gander,” which Commenting on this, G. H. Smith, Hot- in 
a has been awaited with interest by Hot- point general sales manager, said, “It Sa’ 
point retailers, as well as by advertising is well known that ‘trade follows the to 

WORLD: people, will be previewed at a series of films.” Hollywood sets styles, not only ar 

Ss meetings sponsored by local Hotpoint in clothes, but in living habits. Today's ; 

AUT LARGEST MANUFACT wholesale distributors during January. popularity of Venetian blinds, for ex- 1S 
OMATIC ELECT URERS @] = |Prints for public showings will be made ample, can be traced to their use in a tul 
RIC WATER SYS available to retailers following the picture made a few years ago, in which col 
TEMS previews. Claudette Colbert was starred. In an an 

Hotpoint pioneered the successful use effort to influence young English factory ot 
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girls toward practical short hair-cuts, 
the British government has expressed 
the hope that Hollywood movie stars 
will revert to the shorter coiffures. 


Follows Hollywood Pattern 


“In producing both ‘Blame It on Love’ 
and ‘Sauce for the Gander,’ Hotpoint has 
followed the Hollywood pattern. A pro- 
gram of entertainment, in which women 
can ‘live the part of the heroine’; re- 
peated exposure of Hotpoint Home Ap- 
pliances, with the Hotpoint name adroitly 
displayed, permits women to get the 
‘idea’ emontionally. This technique has 
proved much more successful in stimu- 
lating a desire for our products than the 
hard-fisted commercial which shouts at 
the audience.” 

The new Hotpoint picture, “Sauce for 
the Gander,” has gone ahead another 
step. It is a rollicking 7-reel comedy, 
70 minutes in length, of the type known 
by picture exhibitors to have greatest 
box office appeal. Combined with it, to 
provide a “double-feature” program, is 
the dramatic Hotpoint documentary film, 
“And the Pursuit of Happiness.” To- 
gether, the pictures make a well-balanced, 
90-minute entertainment program. 

Like its predecessor, “Sauce for the 
Gander” was filmed in Hollywood at the 
Hal Roach Studios, and produced by 
Wilding Picture Productions, Inc., from 
an original screen play by Morgan W. 
Gibney, ace screen writer. 

Damian O'Flynn and Jean Woodbury, 
as Mr. and Mrs. Tupper, have the lead- 
ing roles. They are supported by a rank- 
ing Hollywood cast, including such fa- 
miliar personalities as the original 

Cobina” of Bob Hope’s Pepsodent pro- 
gram, Evelyn Knapp, Henry Roque- 
more, Nella Walker, and many others. 


Promotion All Ready 


Every exploitation angle has been care- 
fully studied, and adapted for use by 
Hotpoint retailers. The Plan Book 
contains explicit information to guide 
the sealer in planning and staging his 
own local showing. Flyers, handbills, 
tickets, advertising and publicity mats, 
store and theatre display material, and 
many other exploitation items are avail- 
able in one promotion package. The 
plan combines proved exploitation meth- 
ods of the motion picture industry with 
Hotpoint’s own successful experience in 
commercial movie promotion. 

The Hotpoint motion picture, “And 
the Pursuit of Happiness,” has been com- 
bined with Hotpoint’ s new movie, “Sauce 
for the Gander,” to provide a balanced 
dduble feature program for use by Hot- 
point retailers. “Sauce for the Gander” 
creates a desire to know more about Hot- 
point products. “And the Pursuit of 
Happiness” fulfills this desire in 20 ex- 
citing minutes. 


Attempt to Close Money Loan 
Installment Loophole 


CHICAGO—In connection with all in- 
stallment loans for $1,500 or less, the 
Federal Reserve Bank of Chicago, an- 
nounces that the lender is required, after 
January 1, 1942, to obtain a signed state- 
ment from a borrower as to the purposes 
of the loan. 

Installment loans to make down pay- 
ments on listed articles are prohibitive, 
C. S. Young, the president declares. In- 
stallment loans of $1,500 or less—instead 
of $1,000 as previously—are made subject 
to the 18 month maturity limits (except 
modernization loans where the figure re- 
mains $1,000). Installment loans for 
$1,500 or less for the purpose of purchas- 
ing listed articles are made subject to the 
same limits on amount as now applied 
to installment loans secured by listed 
arti les. 

For farmers, any schedule of payment 
is permitted, if the down payment ma- 
turity requirements of the regulation are 
complied with, and one-half of the bal- 
ance is to be paid within the first half 
of the maximum maturity. 
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In the refrigeration, air conditioning, washing machine, 
electrical and many other industries, Parker Processes are aid- 
ing production executives in making successful substitution 
for strategic metals. 


Priorities are creating finishing problems in all industries, but Parker 
chemists are in many cases showing a satisfactory way around short- 
ages of zinc, tin, cadmium and chromium. They are providing protective 
finishing systems that assure finish durability. 


Parker Processes provide substantial protection, maintain fine appear- 
ance and give new sales appeal. With Parkerizing for protection from 
rust on mechanical parts and Bonderizing as a rust-inhibiting base for 
enamel, you can sell your merchandise with complete assurance that it 
will give satisfactory service. 


PARKER RUST PROOF COMPANY 


2164 E. Milwaukee Ave., Detroit, Michigan 


a7 wie 
CONQUER RUST 


PARKERIZING 
A finish and sub- 
stantial protection 
from rust on bolts, 
screws and small 
mechanical parts. 
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BONDERIZING 


A rust inhibiting 
paint base that 
bonds the finish 
to sheet metal 
surfaces. 


PARCO LUBRIZING 


A chemically produced 
coating for friction sur- 


faces that retains oil and 
prevents metal to metal 
contact. 


BONDERIZING - 


PARKERIZING - 


PARCO LUBRIZING 
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Another year added to 
a 40-year specialized service in heating 
element alloys. 

—another year added 
to a distinctive experience in providing pre- 
cision in production. 

—another year of ex- 
panded effort in behalf of country and 
customer. 


DRIVER-HARRIS (07.22. 


HARRISON NEW JERSEY 














Note: 


to MANUFACTURERS’ AGENTS 


As a service to the electrical appliance 
industry, ELECTRICAL MERCHANDIS- 
ING maintains a record of all manu- 
facturers’ agents serving the appliance 
field 


These records are revised periodically, 





at this time. 

If you are not now listed with ELEC- 
TRICAL MERCHANDISING, or if you 
are listed, but the status of your business 
has changed in any way, as covered by 
our records, write at once, to 


ELECTRICAL MERCHANDISING 


Business Department 


330 West 42nd Street New York, N. Y. 
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LATEST 
DISTRIBUTORS 
APPOINTED 


PREMIER 


R. B. Wilson, executive vice-president 
and sales manager of the Premier Divi- 


| sion, Electric Vacuum Cleaner Co., Inc., 


Cleveland, Ohio, recently announced the 
appointment of new distributors of Pre- 
ar Vacuum Cleaners. 

Carolina Sales Corporation, 120 E. 
Third St., Greenville, North Carolina, is 
exclusive Premier distributor in that part 
of North Carolina located east of and in- 
cluding Person, Orange, Chatham, Ran- 
dolph, Montgomery, Richmond and Anson 
counties; and that part of the state of 
South Carolina east of and including 
Chesterfield, Kershaw, Fairfield, Lexing- 
ton, Saluda, Orangeburg, Bamberg and 
Colleton counties. 

Williamson, Inc., 228 W. First Street, 
Charlotte, North Carolina, is exclusive 
Premier distributor in the portion of 
North Carolina that is west of and in- 
cluding Caswell, Alamance, Guilford, Da- 
vidson, Rowan, Stanly and Union coun- 
ties ; and in the portion of South Carolina 
which is located west of and including 
Lancaster, Chester, Union, Newberry, 
Greenwood, McCormick, Edgefield, Ai- 
ken, Barnwell, Allendale, Hampton and 
3eaufort counties. 

Commonwealth Sales Corporation, 
1601 Summit Ave., Richmond, Virginia, 
is exclusive Premier distributor in that 
portion of the state of Virginia which is 
east of and including Louisa, Goochland, 
Powhatan, Amelia, Nottoway and Bruns- 
wick counties ; and south of and including 
Louisa, Hanover, King William, King 
and Queen and Middlesex counties. 

Albany Garage Company, 28 Howard 
St., Albany, N. Y., is exclusive Premier 
distributor in 13 eastern counties of the 


| state of New York. 


Joseph M. Zamoisky Co., 110 So. Paca 
St., Baltimore, Md., is now exclusive 
Premier distributor in a territory com- 
prising 14 counties in the State of Vir- 


ginia, 23 counties in the State of Mary- 
land, 23 counties in the State of Dela- 
ware and practically all of the District 


Their Washington, D. C., 
known as Columbia Whole- 
located at 1146 19th St., N. 
Appliance Co., 201 Rock 
Rock, Ark., has been made 
distributor in the State of 


of Columbia. 
branch is 
salers, Inc., 

Wholesale 
St., Little 
Premier 
Arkansas. 

Harry W. Cameron, Inc., 1021 Chest- 
nut St., Chattanooga, Tenn., is now dis- 
tributing Premier cleaners in all of the 
State of — located east of the 
La ay Rive 

A. W iidermuth, 1102 Atlantic Ave., 

mar N. Y., is exclusive Premier 
distributor in Long Island. At the same 
time it was announced that M. J. Bales- 
treri—or “Mr. Premier” as he is known 
by Queens dealers—has resigned as Pre- 
mier wholesale representative to accept a 
similar position with 
organization. He 
pliances and will serve dealers in Queens 
and Nassau. 

The Eastern Company, 
Drive, Cambridge, Mass. 

Their territory includes the entire states 
of Maine and Rhode Island, all counties 
in eastern Massachusetts and 6 counties 
in the state of New Hampshire. 


STEWART-WARNER 


Distributorship of Stewart-Warner 
refrigerators in Pittsburgh goes from 
Brown-Dorrance Electric Co. to J. A. 
Williams Co. 

Robert Quinn, vice-president of Brown- 
several salesmen joined 
the Williams Co. which will enlarge 
present offices. 


JANUARY, 





the Wildermuth, 
will specialize on ap- | 





620 Memorial | 








Heads Swanky Dallas 
Department 











Full of chromium, fluorescent lighting 
is the new major appliance department 
at Sanger's in Dallas these days. And 
presiding over the completely remodeled 
setup which stocks almost every appli- 
ance you can think of is Fred R. Gam- 
ble, whose handsome physiognomy you 

see in the above photograph. 


GENERAL ELECTRIC 


Announcement has been made by the 
E. H. Schaefer Co., 940 W. St. Paul 
Ave., Milwaukee, that it has been ap- 
pointed state distributor for the new Gen- 
eral Electric automatic electric blanket. 


GIBSON 


F. E. Basler, general sales manager 
of the Gibson Electric Refrigerator Cor- 
poration, Greenville, Michigan, announces 
the recent appointment of Wakem and 
Whipple, Inc., of Chicago as distributor 
for the Chicago area of Gibson Kookall 
Ranges and Freez’r Shelf Refrigerators. 
Wakem and Whipple take the place of 
the L. C. Wiswell Company. 


RAILWAY EXPRESS AGENCY 


“Ship the Skyway” has 
been issued by the Air Express Division 
of Railway Express. It gives typical 
examples of costs of shipping freight by 
air and includes schedules for shipments 
throughout the country. 


A new folder, 





Where the New Prospects Are 


NEW YORK—Where payrolls have 
gone up is always good picking for 
appliance salesmen. Consequently the 
shift in factory employment as reported 
by the National Association of Manufac- 
turers recently July to August 1941 makes 
news. Following are the industries which 
have had increases: 


TN os dnd no 64% waned 6.5 percent 
Canning . sores aevesoed cot acdc 
Hardware i uinusitos an Ge 
Machine tools............. « <2 
Chemicals eral 
Agricultural implement. aor 4 
Electrical machinery.......... 3 


On the other hand, the following indus- 
tries have had decreases in factory em- 
ployment: Beet sugar, 13.5 percent; auto- 
mobiles, 11.3; women’s clothing 8.8; 
stoves, 5; clocks and watches, 4; radios, 
phonographs, 3.7; men’s clothing, 3.2. 
This is taken from the Federal Reserve 
Bulletin. 
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NEW SALES HELPS AND LITERATURE! 
FROM THE MANUFACTURERS 


WESTINGHOUSE 


Designed principally for the use of 
teachers of home economics classes, but 
containing much valuable reference in- 
formation of the use and operating costs 
of electrical appliances, “A Healthy 
America is a Strong America” is the 
title of a new booklet recently released by 
the Westinghouse Electric & Mfg. Co., 
Mansfield, O. It was prepared by Julia 
Kiene, manager, home economics depart- 
ment of the company. To assist in school 
use, two teaching charts and two student 
study folders have been made up on the 
subjects of kitchen and laundry planning. 
The manual is not intended for wide dis- 
tribution but rather for those who would 
like to get them into the hands of school 
teachers, home economics, groups, 
women’s clubs, etc. 


“Quick Selector” Catalog 


The second 1941 revision of the popular 
“Quick Selector” catalog is announced 
by Wemco. Issued twice a year, this 
60-page catalog has found wide use be- 
cause it simplifies the selection of elec- 
trical equipment for any motor, lighting, 
or feeder circuit. Important changes in 
the new revision are the addition of in- 
dustrial Multibreakers and the dropping 
of breaker enclosures made of aluminum. 
Included is new rule for applying safety 
switches on continuous duty circuits hav- 
ing constant loads. 

Although all data has been brought 
up to date, the general form of the catalog 
has been retained. Electrical ratings, 
physical dimensions and circuit diagrams 
expedite the selection of correct equip- 
ment for each purpose. 

A copy of “Quick Selector” catalog may 
be secured from department 7-N-20, 
Westinghouse Electric and Manufactur- 
ing Company, East Pittsburgh, Pennsyl- 
vania. 


Mass Display Used By Denver 
Retailer 


Mass display of related items is an 
important factor in selling as indicated 
by the success of the Denver Dry Goods 
Department store of Denver, Colorado, 


in attracting consumer attention. To 
catch the eye of the consumer this up 
to the minute department store has ar- 
ranged an interesting mass display of 
related appliances classified by a promi- 
nent trade name emblazoned in attrac- 
tive overhead and indirect lighting. 
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CORY 


Dealers like merchandise that brings 
customers back for maintenance or repair 
parts. The Cory coffee brewer folks 
are aiding dealers in two ways to capi- 
talize on this desirable feature. First, 
they are supplying dealers with an at- 
tractive window-pane emblem in black, 
red and gold. It shows a cup of coffee 
being poured from a decanter, with 
the words: AUTHORIZED DEALER 
CORY GLASS COFFEE BREWERS 
AND PARTS. Second, a handy kit of 
universal parts is being packaged for 
Cory dealers. It takes care of every 
upkeep or replacement need of present 
users of Cory appliances. 

Many manufacturers are placing spe- 
cial emphasis today on the service angles 
of their busines. The Cory people are 
not only doing so but are bringing out 
this special sign so that dealers may 
identify their stores with the service they 
offer. The handy kit of Cory parts which 
will help dealers answer requests they 
have for Cory repair parts is also a 
logical method of meeting an emergency 
condition in today’s appliance business. 


W. B. CONNOR ENGINEERING CORP. 


A two-color, four-page bulletin des- 
cribing the new portable Dorex Type A 
Odor Adsorber, as well as illustrating, a 
number of its many practical uses has 
just been issued by the Dorex Division, 
W. B. Connor Engineering Sorp., 114 
East 32nd Street, New York, New York. 
Employing the same adsorptive medium 
as the poison gas mask—highly activated 
coconut shell carbon—this new appliance 
is remarkably effective in purifying the 


air. Its moderate price, $49.50, makes 
available for the first time an efficient 
positive odor removal unit for smaller 
areas. 


G-E LAMP DEPARTMENT 


The subject of RF (rectified fluores- 
cent) lamps and luminaires is fully cov- 
ered in a 24-page profusely illustrated 
booklet, just off the press, and published 
by General Electric Lamp Department at 
Nela Park, Cleveland, Ohio. 

Form No. of the booklet is No. Y-1251. 





Electric Dairy Booklet Issued 


NEW YORK—“It Pays to Electrify 
Your Dairy” is the theme of a 14-page 
consumer booklet issued by the Electric 
Dairy Council to help promote greater 
profits in dairying through the use of 
electricity. 

Five types of electric dairy equipment 
that have stood the tests of time and 
increased profits for dairies wherever 
used are described in the booklet. This 
equipment includes that used for milking 
and separating, grinding and mixing feed, 
cooling and refrigeration, and controlled 
ventilation. 


A Five-Point Plan 


The booklet, entitled “A Five Point 
Plan for Profitable Dairy Improvement,” 
stresses the decreased labor and produc- 
tion costs, the higher grade products, 
better prices and increased profits made 
possible by use of these five types of 
equipment. Practical information for the 
dairy farmer on grinding feed on the 
farm where it is grown, correct tempera- 
tures for milk cooling, etc., fills every 
page of the booklet. 

Copies of the booklet may be ordered 
from the Electric Dairy Council, 4206 
Lexington Avenue, New York City at 4c 
each up to 5,000, and 34c each in lots of 
5,000 or over. 
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PT“HAT’S a fais question to ask. Probably it popped into your 
| mind when you read the advertisement above that recently 
appeared in the Saturday Evening Post and other national maga- 
zines. If you haven’t seen it before,take just a moment and read it 
now, won't you? It’s important to you. 
Right now STEEL has a big job on its hands—but no one can 
afford to forget about the future. 
Even though steel products are going to be harder and harder to 
get, we believe it is important to remind people of the comfort and 
convenience steel can bring them. 
This advertisement—and others like it—is planned to keep people 
wanting the products you furnish made from the steels we produce. 
It’s simply a form of prosperity insurance for the future both for 
you and for ourselves. 
~ So when you plan for tomorrow, plan to sell products made of 


U-S-S Steels and let the U-S-S label do its selling job for you. 


If you would like to know more about this advertising, write us. 





U-S-S National Advertising strikes new note 
in the promotion of products made from steel. 
By the projection of buying into the future, it 
aims to keep alive the demand for these products. 
By emphasizing the U-S-S label as a symbol for 
steel quality, it provides additional sales support 
for any product bearing that label 





CARNEGIE-ILLINOIS STEEL CORPORATION, 
COLUMBIA STEEL COMPANY, 


TENNESSEE COAL, IRON & RAILROAD COMPANY, 


Scully 
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Steel Products Company, Chicago, Warehouse Distributors 
United States Steel Export Company, New York 





Pittsburgh and Chicago 
San Francisco 


Birmingham 








Western 


NEWS FLASHES 


L. A. Williams, formerly district 
manager of the Puget Sound Power & 
Light Company at Everett, Wash., has 
been made executive assistant to presi- 
dent Frank McLaughlin, with head- 
quarters in Seattle. C. W. Sherman, 
Olympia, Wash., southern division sales 
manager becomes assistant personnel 
director in Seattle. 


* * * 


W. L. Duncan, formerly salesman 
with the G. E. Electric Supply at Red 
Bluff, California, has been made man- 
ager of the Fresno, California branch, 
replacing Frank M. Koch, who has 
been brought to headquarters to be- 
come lamp specialist 


* * * 


New industrial and commercial sales 
manager for the Pacific Gas and Elec- 
tric Company, San Francisco, is Joseph 
H.,Gumz. He succeeds the late Harry 
Carroll. 


* * * 


J. Norman Robertson has joined the 
publicity department of the B. C. Elec- 
tric Railway Company at Vancouver, 
B. C., taking over the editorship of the 
Employees’ Magazine. He is also to be 
editorial press representative for the 
company according to an announce- 
ment made by James Lightbody, pub- 
licity director. 


* * * 


Henry Kruse, formerly merchandise 
sales promotion director for the Puget 
Sound Power & Light Company, has 
been advanced to the position of sales 
promotion manager, supervising all 
promotion and merchandise sales. C. E. 
Hess becomes sales promotion director. 


* * * 


That is what they have to bear with 
out in Washington—two linemen of the 
Washington Water Power Company, 
hastily summoned to meet an emer- 
gency, discovered a live bear cub up 
on top of one of the poles of a 60,000- 
volt line. They killed the line (not the 
bear), and after some difficulties, las- 
soed the animal with a fuse stick and 
a loop of rope, and lowered it safely to 
the ground, without injuring the bear 
or causing any serious interruption to 
service. The cub is now in the Dish- 
man zoo. 


* * * 


Appropriately enough, the theme of 
the Western Spring Market, to be held 
in San Francisco January 26-31 is to be 
“Today's Job.” As usual a Radio and 
Appliance dinner is to be held on the 
night of Wednesday, January 28. 


* * * 


Fresno, California, advertising of 
electric ranges calls attention to the fact 
that 60,000 California housewives cook 
electrically, with an average monthly 
bill for cooking of $2.33. Local dealers 
carrying ranges are listed in a roster of 
auxiliary ads. 


S&S 


Buford’s of Fresno, California, have 
installed a new “streamlined” kitchen, 
which was formally opened during 
November, with a three-day celebra- 
tion, during which the store was kept 
open evenings for those wishing to view 
the new installation. Another recent 


| 
| 





| 





Suford advertisement offered $10,000 
for old refrigerators, asking for trade- 
ins, “to keep our service department 
busy this winter.” 

* * + 


Using the new concepts in ‘physics 
which assign a material weight to elec- 
tric energy, the Los Angeles Bureau of 
Power & Light figures that this year’s 
production at Boulder Dam amounted 
to about 4 lbs. of electricity, worth 
about $80,000,000 at retail. The mu- 
nicipal system celebrated its twenty- 
fifth anniversary this November. 


* * * 


The mushroom town of Hermiston, 
Oregon, where an army ordnance depot 
has been under construction has lacked 
many of the conveniences of living, 
but thanks to the work of crews of the 
Pacific Power and Light Company, 
who kept ahead of the communities 
growing demands, there has. been 
plenty of electricity. Many of the 
thousands of workers who found em- 
ployment on the project brought their 
electrical equipment with them and 
many others have purchased ranges 
and other necessities with their first 
pay checks. A survey recently made 
revealed 500 major electric appliances 
sold by dealers in this district since last 
summer. 

- * * 


Walla Walla, Washington, reports 
that its average annual household use 
of electricity has now stepped up above 
the 2,000 kw.-hr. mark. Pasco, Wash., 
boasts an average of 2,714 kw.-hr. used 
annually per home. Both communities 
are on the lines of the Pacific Power & 
Light Company. 

* - * 


Vancouver, Washington, has an all- 
electric real estate development. The 
plans contemplate the completion of 
200 homes intended to be unsurpassed 
as a residential district anywhere in the 
vicinity of Portland, Oregon. Ten 
homes were finished by February and 
others have since been placed on the 
market. Kitchens include electric range, 
refrigerator, water heater, dishwasher 
and disposal, 


- * *” 


A tabulation of figures from Port- 
land, Oregon, showed that September, 
1941, residential building permits were 
up 48.5 per cent over the similar period 
for 1940, but that building permits as 
a whole for the community had fallen 
off 22.8 per cent. Practically all other 
factors, including retail store sales, 
were higher than a year ago. 


* * * 


From a booth in a market, the West 
Coast Radio & Television Company of 
Portland, Oregon, has moved to a 
modern store specializing in radio sales 
and service. 

- * + 


Rudie Neuman of Neuman’s Radio 
Company of Portland, Oregon, keeps a 
map in his store on which he marks 
with pins the homes of customers who 
have purchased major electric appli- 
ances since the first of the year. The 
prospective customer is asked to pick 
out any pin and to “ask the man who 
owns one.” 
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When Portland, Oregon, experienced 
a practice blackout this fall, the J. A. 
Walsh Electric Company did an exten- 
sive business in electric flashlights, 
which they had the foresight to adver- 
tise as a necessity for getting about in 
the dark. 


i a 


A monkey has proved an attention- 
getter and business builder for Barsh- 
field’s Home Appliance Company of 
Portland, Oregon, during recent 
months. The firm recently offered it 
for sale to some other dealer who 
wished to take advantage of the same 
idea. 


* * * 


Mast’s of Seattle, Wash., has recently 


added a new store, enlarging i its elec- 
tric appliance department. Fred Mast 
started in the electrical field, later ex- 


panding to include sport goods. The 
store has. specialized in complete 
kitchen jobs. 


* * & 

“V”.-ictory over kitchen cares, was 
the theme of Thanksgiving advertising 
of Seattle's City Light Department, 
calling attention to the 45,000 electric 
ranges now on Seattle city lines. 

* * * 


A $30 trade-in allowance on 


purchase 


of an $89.95 washer was the offer of 
Weisfeld & Goldberg of Seattle. 
* * *& 
“Reno” Delivers the Goods” was the 


subject to a page of 
torial sponsored by Reno, Nevada, mer- 
chants. The theme of the message was 
that there is as yet no shortage of 
goods in Reno and that Christmas 
shopping could proceed without stint. 


advertising edi- 





| 
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A 12-lb. turkey was given. away by 
the Silver State Appliance Company 
of Reno, Nevada, to Thanksgiving pur- 
chasers of a Kelvinator electric range 
or refrigerator. 


* * * 


The Nevada State Journal ran a 16- 
page supplement of Christmas adver- 
tising whose reading they insured by 
offering cash prizes for the best hand 
coloring of the ads handed in before 
a specific date in December. Every ad- 
vertisement in the collection must be 
included in the artistic treatment. Most 
of the local electrical firms were 
among those participating. 

* * * 


Montgomery Ward of Phoenix, Ari- 
zona, gave away 10-lb. turkeys to pur- 
chasers of electric refrigerators or 
ranges during the two weeks preceding 
Thanksgiving. 


* * * 


“Help Conserve Materials and Labor 
for Defense” advertised the Utah 
Power & Light Company during De- 
cember, suggesting the repair of old 
appliances to save the materials which 
would go into new. 

x * * 


C. C. Anderson Company recently 
opened a new branch store in Mont- 
rose, Colorado, with an electrical de- 
partment featuring a complete line of 


electric ap~ liances 
* * * 
The “All Out” fall lamp drive of the 
Idaho Power Company set a new 


record with 14,543,453 watts sold dur- 
ing the two-month activity. All towns 
in the company territory exceeded their 
quotas. 





STERLING FURNITURE COMPANL—This window " 


stopped” first prize in the 


San Francisco Unit. Electric Appliance Society's Special Window Display Con- 
test, which was designed to stimulate dealer interest in the first city wide pro- 


motion of lighting equipment. 
out the city. 





Thirty lighting windows were installed through- 





NATHAN DOHRMANN—This educational window took second prize in the 
San Francisco Unit, Electric Appliance Society's Special Window Display Con- 
test. Here you see improper lighting contrasted with good lighting. 
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ECONOMICAL, Healthful Heat 
for ALL Users of 
OIL BURNING APPLIANCES 


Oil-Burning Appliances — Circulators, Ranges, Hot 
Water Heaters — using A-P DEPENDABLE CON- 
TROLS, have a “leg up” on today’s market demands. 
For to America’s patriotic millions, ECONOMY and 
service-free, healthful heating convenience, are the 
MUST features on their new Oil-Burning Appliances. 


A-P DEPENDABLE CONTROLS, used on most of the 
Appliances you sell, practically guarantee steadily con- 
trolled, healthful heating — at a minimum of fuel 
consumption. Point out this fact to your customers. 
You'll find it a great help to sales. And for greater 
heating convenience and economy, remember the A-P 
THERMOSTATIC HEAT REGULATOR SET. It’s 
easy to install, and inexpensive. 


Write for your FREE copy of the new 
*A-P Album of Space Heater Selling’ 


* 
quromaric pRooucTs COMPANY 


MILWAUKEE @ WISCONSIN 


DEPENDPRLE 
OMANI. 
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;—COMPLETE WITH DE 





COFFEE MEASURE 


FUNNEL HOLDER 


THE 









® CORY-brewed 


sign and value. 


CORY 2-heat ELECTRIC 


High heat for brewing—low for keeping 


coffee hot. Use with glass coffee 
any size, any make. $3.95. 








S$ REG US Pal OFF 





LUXE ACCESSORIES 





HINGED 
DECANTER COVER 


CORY GLASS ROD 


COFFEE 
BREWER 


Coffee and Tea are flavor-protected 


—untouched by metal. 


@ CORY Brewers are outstanding for beauty of des- 


Three sizes fill all needs—trimmed 
in black, walnut-tone and 
ivory-tone. Price range 


$2.95 to $5.25. 
CORY Glass Filter Rod 


fits other makes—a 
sensational seller at 50 
cents. 


=—S 
STOVE 


WRITE for the complete 
CORY catalog. 


makers of 





CORY GLASS COFFEE BREWER CO. 


oT 


325 North Wells Street. 


IN 


Chicago, Illinois 












Simplifies, speeds up 


PLANNING AND SPE 


Now you can make sure that plans and specifications tell all and 


tell it clearly—to help sell the job, and cut 


understandings about what's to be done and how it’s to be done. 
This new book gives a simple guiding system—tells in the most con- 
cise, direct manner what steps to follow, what data to use—a valuable 


tool for designers, estimators and contractors. 


ELECTRICAL 


By Earl Whitehorne and 
the Editorial Staff of 
Electrical Contracting 


18) peges, 6x9, 48 
iWMustrations, $2.50 





THESE CHAPTERS 
TELL ALL 


1. Taking the Gamble out 
of Wiring 
Port |. WIRING FOR RESI- 
DENCES, APARTMENT 
HOUSES, AND FARMS 
2. Residential Wiring 
3. Apartment-house Wir- 











National 
and diagrams 


ing 

4. Wiring Farm Buildings 
Port i. WIRING CommER- ‘S""*""**"* 1 
CIAL, INSTITUTIONAL, AND 


FACTORY BUILDINGS 


. Rules for Planning 
- What to Do for Light- 


examination on 
Cents postage, 
accompanied by 


ing 
. What to Do for Power 


. Provision for Heating 
Load Address 


sos es Ow 


. Signaling and Com- 

- yy e 
> w to e 
Large Job 


J 
ll. Submitting the 


City and State 
Position 
Pro- 


Company 
pos 
Appendix. Code Tables 
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and improves the 


of ELECTRICAL WIRING JOBS 


Electrical 


or return book postpaid. 


CIFYING 


down losses from mis- 


a 


Code, 
to simplify your work. 


0 DAYS’ FREE EXAMINATION seseseees, 
McGRAW-HILL BOOK CO., INC., 330 West 42nd Street, New York 
Send me Whitehorne’s Electric Wiring Specifications for 10 days 


approval. In 10 days I will send you $2.50 plus few 


(We pay postage on orders 
remittance. ) 


ecveee ees . eoseecescosccccecesces. . mM. 1-42 
sent on approval in U. 8. and Canada only.) 


JUST our! 
WIRING SPECIFICATIONS 


Do you want to know just what sort of proposal is most 
effective for a small job? Do you want to make sure you 
get in everything that should go in a big job? Do you 
want to be sure of considering all pertinent rules and 
standards that affect a particular job? Do you want to 
know how to put installation parts, materials, costs, etc., 
in the form that eliminates misunderstandings? 


This book gives you a step-by-step procedure for drawing 
up wiring plans and specifications that will do a better 
selling job and aid efficient construction. Covers wiring for 
light, power and signaling—in industrial, commercial, farm, 
and residential buildings—outlining a simple way of de- 
veloping specifications, and giving guiding rules of the 
standards, engineering data, 








"Light Conditioning for Defense” 


EALERS who are faced with an 

uncertainty as to the supply of 
major electrical appliances are turn- 
ing more and more this winter to the 
possibilities in the lighting field. In 
the state of Washington the Puget 
Sound Power and Light Company dur- 
ing October, November and December 
conducted a particularly well organ- 
ized lighting campaign promoting 
dealer activity in all departments of 
lighting. Inasmuch as this company 
does no direct merchandising, its pro- 
gram was directed principally toward 
the increase of lamp and fixture sales 
through retail outlets. 

Theme for the event was “Light 
Conditioning for Defense,’ home, 
store, farm and industry being brought 
into the picture as the arenas in which 
better light might defend the eyes of 
youth and maturity, preventing acci- 
dents and helping increase the use- 
fulness of workers. Incidentally dealer 
profits were to be defended against 
the hazards of the present emergency. 

The campaign started in September 


with a series of “opening gun” meet- 


ings for dealers and dealer employees, 
held in Bellingham, Everett, Puyallup, 
Olympia, Chehalis, Bremerton, We- 
natchee, Renton, and Seattle. At these 
the program was outlined and they 
were invited to attend a series of three 
“clinics” to be held at ten day inter- 
vals during October and November, 
in each of the designated communities. 
Subject matter covered at these classes 
was based on the La Salle Home 
Lighting Course, dealer employees 
being instructed by Mrs. Elizabeth 
Rauch of the home service department, 
C. T. Bakeman and Charles Hess, on 


| methods for presenting the light con- 


| window display contest 


ditioning story most effectively to 
their customers. For the benefit of 
any who could not attend at the speci- 
fied dates supplementary instruction 
was offered by district personnel at 
subsequent local gatherings. Attend- 
ance awards helped to stimulate inter- 
est. 

At the same time the utility’s own 
personnel was organized to promote 
dealer efforts. Light conditioning 
clinics were held for local office 
cashiers, and a Better Sight bulb cam- 
paign was staged by local officers of 
the power company. A company office 
insured at- 
tractive and appropriate window dis- 
plays throughout the period of the 
campaign. Farm electrification repre- 
sentatives were instructed to tell the 
lighting story at all calls and to organ- 
ize rural meetings for demonstrations. 
Farm lighting were run in 
local papers. Yard and poultry light- 
ing were featured, prizes being given 
for outstanding work in promoting 
these activities. 


stories 


Home service representatives pre- 
sented lectures and demonstrations 
women’s clubs or groups 
brought together by the dealers. They 
gave talks before schools and encour- 
aged studies of home lighting by the 
students in their own homes, follow- 
ing up all requests for home lighting 
surveys which arose as a result. Store 
demonstrations were given on request 


before 


and lighting instruction was added to 
the program of all cooking schools 
given during this period. Dealers 
were given an opportunity to tie in 
with the schools in advertising and 
displays. A special effort was made 
to interest architects and builders and 
to furnish service in helping plan 
lighting arrangements for the defense 
homes being built. A completely light 
conditioned home was placed on dis- 
play in each of the districts. Prizes 
were given for best percentages of 
groups meetings and store demonstra- 
tions. 

The commercial and industrial divi- 
sion personnel presented demonstra- 
tion lectures on the value of better 
lighting in office and factory before 
Chamber of Commerce groups and 
business organizations and gave cus- 
tomer sales presentations, discussing 
fluorescent and chemical lighting as 
well as standard forms of better light. 
They further set out to tell the com- 
mercial and industrial story to con- 
tractor dealers, pointing out to them 
their opportunities in this field. The 
architect cooperative service started 
last spring was continued as a regular 
part of this program. Direct mail ma- 
terial was sent to a selected list of 
prospects. 


Employees Participate 


Office employees and store salesmen 
carried on a lamp bulb activity at the 
same time, selling lamp bulbs to pro- 
mote the use of the “appropriate bulb 
for the particular seeing task”. Prizes 
were awarded districts or divisions 
selling greatest percentage of quota. 

Dealer contact representatives made 
all arrangements for local meetings 
and personally told the lighting story 
to their dealers, providing opportuni- 
ties for home service demonstrations 
and commercial and industrial group 
meetings. Theirs was the responsi- 
bility of providing dealers with hand- 
out material and seeing to it that floor 
displays and windows were dedicated 
to lighting throughout the period of 
the campaign. They received rewards 
for best dealer attendance at meetings 
in their distict. 

The Puget Sound Power and Light 
led the way in advertising with a 
series of advertisements emphasizing 
the defense theme and introduced the 
lighting story in its radio programs. 
Dealers showed their interest by large 
attendance at initial meetings and 
subsequent clinics. Increase in public 
acceptance of lighting, added to the 
defense building program and the 
greater spending power of defense 
workers has brought about a growing 
market for lighting material. Manu- 
facturers report no shortage of the 
adaptors and lighting fixtures in plas- 
tics which were the featured items of 
the campaign. Returns from the 
Puget Sound campaign are not yet 
all in, but it seems clear that the in- 
terest aroused by this program is only 
the beginning of a sustained activity 
which is destined to do much toward 
taking up the slack which may occur 
in other lines. 
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Coast Counties Gas & Electric Co. 


conditioning. 


Light Conditioning Trailer 


ECOGNIZING the value of 
R' demonstrating light conditioning 
in the home, the Coast Counties Gas 
& Electric Company of Santa Cruz, 
California has been experimenting 
with a light conditioning trailer, which 


carries full equipment to the custo- 
mer’s door. The trailer, which is 
charge of two men, follows meter 


readers’ routes and pays a call at 


every home. The salesmen are on 
straight instructed to 
avoid both technical jargon and sales 
pressure. The object of the call is edu- 
cational, to teach the home the lessons 
of light conditioning by demonstrating 
its effects in the customer’s own sur- 
roundings. Demonstrations require 
from fifteen minutes to an hour and 
involve simple demonstrations with a 
light showing what various 
types of units can do to improve the 
conditions Lighting units 


salary and are 


meter, 


in the home. 
are left on trial, low terms are offered, 
and where desirable, a gift globe is 
presented as a offering. 
Reading lamps and kitchen units usu- 
ally offer the starting point for the 
demonstration, carried 
on through all the rooms of the home. 
The trailer carries a full assortment 
of LE.S. units and all equipment 
necessary to light condition any home. 


good will 


which then is 


In order to identify them as legitimate 
power company employees, the men 
wear natty whipcord uniforms marked 
with the company’s insignia. The pro- 
gram is under the direction of Sales- 
nanager Harvey Edmund and the 
supervision of Milo Cain. Planned as 
a year round educational measure, the 
promotion has been producing 


fying volume 


a grati- 
of daily sales. 


Mountain States 
Lamp Campaign 
lamp bulb cam- 


i. z Bs 
paign has just been completed by 


the Mountain States Power Company, 
with headquarters at Albany, Ore. The 
chief feature of the event was the gift 
of a 150-watt globe with every pur- 
chase of a carton of six lamps of 60 
watts or higher. The utility furnished 
the 150-watt bulbs to the dealers on 
receipt of a duly signed coupon certi- 
fying purchase of the lamps by the 
customer. Dealers prov ided special 
“home assortments” of lamps and dis- 
played ready for delivery. 
Their advertising tied in with that of 
the power company which started 


cartons 
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use this special trailer to sell light 


October and was carried through the | 


period of the campaign. Utility ads 
bore coupons to be torn out and used 
with purchases. Coupons were also 
mailed to power company customers 
as bill stuffers, good for redemption 
at any dealer store, on purchase of the 
required six lamps. Dealers were also 
furnished with a small assortment of 
coupons for the benefit of customers 
who had failed to bring one with 
them. 


New Lighting Booklet 
LOS ANGELES—A new booklet en- 


titled “Vision”, which contains an educa- 
tional presentation of the principles of 
seeing, has recently been issued by the 
Western Institute of Light and Vision 
of Los Angeles, California, designed to 
serve the need of those who want an 
authoritative and readable statement of 
the facts which underlie the need for 
better light. Under such headings as 
Elementary Sight, Animal Vision, The 
Human Eye, Normal and Defective 
Vision, Age and Vision, Environment and 
Vision, the fundamentals of sight are 
presented in well illustrated, simple and 
interesting terms. There follows a dis- 
cussion of the light meter, amounts of 
light required for different tasks, and the 
special problems of home, classroom, 

The booklet concludes 


office and factory. 
with a “Vision Quiz” for the benefit of 


teachers. The pamphlet sells for prices* 


ranging from 25c. for a single copy to 
as low as 3he for lots of more than 
100,000, and may be combined with 
orders of the two other booklets “ 
and “Your Home”, already published by 
the Institute 


Seeing” 


BL-BS Display 





This action display is one of several 
prepared by the National Better Light- 
Better Sight Bureau as a part of its 
1941-42 promotional campaign. The 
"Professor's" arm with pointer moves up 
and down, directing attention to each 
word in turn. His eyes roll. At tip of 
pointer is a lighted bulb. Five attrac- 
tive colors are used. 


1942 











LOYALTY and DEPENDABILITY! 


Q WILBUR B. DRIVER CO. 
NEWARK, NEW JERSEY 


Man the Nickel-Chrome 


focturers of 





Streamline design. 

Totally enclosed motor. 

Self-lubricating bearings, 
with wool-packed oil 
reservoir. 

Chrome plated fan 
blades. 

Quiet operation. 

Easy-to-mount frame. 





SIGNAL CHALLENGER 
VENT FANS 


. Here is the biggest Vent Fan value 
today. Nothing approaches it in » quality, performance, and price. Fea- 
tures like these are unusual in a Vent Fan of the same price range— 
enclosed motor with large oil reservoirs, chrome plated fan blades, stream- 
line design, square panel for easy mounting, adjustable conduit box, hori- 
zontal or vertical operation. 


y 


Write for complete information now. 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 


Offices in all 
principal cities. 
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WHERE TO BUY 


Parts, Service & Accessories 


UNDISPLAYED RATE: DISPLAYED RATE: 
$1.00 per line per insertion Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
asa line. Discount of 10% if full pay- 
ment is made in advance for 4 con 
secutive insertions of undisplayed ads 


$12.25 per inch per insertion 
rate on request 


Centract 
(An advertising inch 
is measured vertically %” on one 
column There are 4 columns—48 
inches to a page.) 





SEARCHLIGHT SECTION 


(Classified Advertising) 


: : MERCHANDISE 
EMPLOYMENT : "OPPORTUNITIES" : BUSINESS 
UNDISPLAYED ——RAT DISPLAYED 


—S——— 
1S Cents a Word, Minimum Charge $3.00 INDIVIDUAL SPACES with border rules for 
POSITIONS WANTED (full or part time egg one display of advertisements. 
salaried employment only) Y, the above he advertising rate is $8.00 per inch for 
rates payable in advance. all advertising yan 9 on other than a 
BOX NUMBERS—Care of coutvodt basis. Contract rates quoted on 
York, Coeege 2 San 
count as 10 wo 
DISCOUNT of ‘% if full payment is made 
in advance for 4 consecutive insertions. 


ublication New 
rancisco offices reque: 

AN ADVERTISING INCH is measured 7%" 
vertically on a column —4 columns — 48 
inches to @ page. 
































. | WASHING MACHINE 
LU 


BRICATION CHART 
and COUNTER DISPLAY 


Write fer Free Display, Lubricant Prices 
and Name of Your Nearest Jobber 


eREE 





Display this new line 
ef correct lubricants, 
For All Popular Ma- 
chines—each can 
lithographed in 3 at- 
tractive colors. 


MID-STATES 


6135 Linsdale Ave. 











OIL COMPANY 


Detroit, Michigan 








RUBBER UPHOLSTERED 
ALTER SERVICE IS PROMPT 


—and we have everything you need in 


AIR CONDITIONING 
and REFRIGERATION 
PARTS and SUPPLIES 


Write for free catalog. 
Please use your letterhead. 


THE HARRY ALTER CO. 


1728 S. Michigan Ave., Chicago, Ill. 


A } coe ane od BRANCHES, NORTH, WEST, SOUTH 
K PHILADELPHIA BRONX JAMAICA 
NEWARK DETROIT CLEVELAND ST. LOUIS 


SAFEGUARD > 
Your Profits! 


Use ORANCEVILLE 
TRUCKS for han- 
dling refrigerators, 
ranges, radios, kitchen cabinets, etc. Only truck 
with patented quick change ratchet nose. Com- 
pletely rubber upholstered throughout Several 
convenient sizes. Descriptive circular and prices 
on request. 
ORANGEVILLE MFG. CO. 
Manufacturers complete line of Floor Trucks 
Orangeville (Col. Co.) Penna. | 























FREE! 2..." FREE! 


Washing Machine & Vacuum Cleaner Parts. 
Save mon by ordering all your supplies 


SPECIALTIES 





from one dependable source. 
Quality, Service, Low Prices! 


MIDWEST APPLIANCE PARTS CO. 
2722 W. Division St. Chicago, Ill. 


bg KS 


Electric Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, 
and covers, washer and ironer covers. 
Textile Specialty Co., 








W. 64th, Cleveland, O 


Ironing Board pads 
Ohio 





FOR HANDLING ALL 


@ REFRIGERATORS 
and RAN GE S 


Ne. 102 BALANCE TRUCK 
“te Lifts ond 
Corriesthe Lond” 


CASTER X-75 TRUCK 


Your Inquiry Will 
Have Special Value 


| if you mention that it is in 
response to advertising in 
this publication. Adver- 
tisers value such acknowl. 
edgments highly; so does 
the publisher. You benefit 

as a reader—in the en- 
larged future service such 
acknowledgments help to 
make possible. 



















Ne. 5 PADDED COVERS 
Retrigerators and 
Protection for the finish of cabsnets 
Heavy Brown Duck, quilted 5” epert 
with « thick leyer of cotten stitched 
in. Slit-Back adjustable 
feature ber specie! sites 











TRUCK CO. FINDLAY, OHIO 











Many of the 30,100 readers of Electrical Merchandising 


CHECK THIS WHERE TO BUY 
SECTION for PARTS, SERVICES 


and ACCESSORIES of value to their business. 


Why not reach them now, through this low-cost 
advertising beginning with the next issue of 


ELECTRICAL MERCHANDISING 








IN THE PROFIT SPOTLIGHT 


MILBERN 


RE-NU-VATED VACUUM CLEANERS 


@ Milbern’s low-priced sales builders 

keep your customers coming back be- 

cause they are kept satisfied. Kickbacks 

ade are out; you one ,- 
rofits leading brands . 

fect! lectly rebuilt from brush to handle 
p. Once sold with a Milbern 
Nu-Vated, customers stay sold! 

write for interesting price schedule. 




















MILBERN VACUUM CLEANER CO. 


Recreators of Vacuum Cleaners 
241 W. 23rd STREET NEW YORK CITY 





SELLING OPPORTUNITY WANTED 










ESTABLISHED 
TIVE 


SALES REPRESENTA- 
Handling nationally known lines 


PATENT i2is IDEAS 
mi) FREE coroescort | Sra, @ 


with twenty years of acquaintance and sell- 
ing to the Department Store Trade, Electri- 





















5 . ee eee eee cal, Hardware, House Furnishing, Hotel and 
' Restaurant Supply and Notion and Novelty 
13 Jeteers, ale the inrger Tessiire, denres St 
1234 BROADWAY: mew voax- AT 31ST appliance lines, on a commission basis. Ter- 
ritory covered Pennsylvania, New Jersey, 
. Delaware, Maryland, and the District of 
PATENT ATTORNEY — PROF. ENCINEER Columbia. Best of references can be fur- 
nished. RA-602, Electrical Merchandising, 
330 W. 42nd St., New York, N. Y 
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A Department Store Angle 
On Selling 


Ft et passing through a 
department store said, “I'll give 
you my name on condition that you 
don’t pester me with salesmen.” 

“T’ll give you our word of honor 
that you will not be called on by any 
salesman unless we have something 
special. Isn’t that fair enough?” 

This was the reply of Mr. X, a 
major appliance manager whose de- 
partment store won’t let him be quoted 
in Electrical Merchandising. 

The prospect had heard the com- 
plete story of the refrigerator he was 
thinking of buying. There was no 
point to go out to her home, ring her 
doorbell and go over the same yarn 
with her without creating antagonism. 
So Mr. X sent out a salesman who 
had a recipe book of things the movie 
stars like to eat. He punched the bell 
and said, “I’m from the Blank De- 




















partment Store. We just got in these 
books on what movie stars like to 














With Washing Machines scarce, pee- 
ple will buy the best — Show them 
the Voss with “Electro-Safe” wringer, 
Suds Washing, etc. 

DEFENSE PRODUCTION 


Voss is producing and rapidly increasing facil- 
ities for Defense Produc- 
tion — doing its part for 
All Out Victory. 


Still THE 
























































keep in their refrigerators. It’s free 
and I though you might like to have 
one.” 

So, kissed into the picture again he 
was in a position to again make a bid 
for an order for a refrigerator. That’s 
what we need more of in this business 
of selling appliances, Mr. X declares. 

He feels that his department store 
has a future in the sale of appliances 
because of three advantages: 1. 70,000 








FINEST WASHER 
ON THE MARKET 


VOSS BROS. MFG. CO. 


























paying charge customers and a great 
mailing list. 2. Floor traffic. 3. 
Reputation. 

The job is to sort out the flood of 
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Get Rid of that 
Old Plug 


Bring yourself up-to-date with an en- 
tirely new and improved electric plug 
that is built to meet modern wiring 
conditions and loads. Handy Plugs 
are the best and safest way to de- 
liver light or power. 


HANDY PLUGS 


SCIENTIFICALLY DESIGNED 
PATENTED CONSTRUCTION 
NO TOOLS NEEDED 





are growing in popularity daily. Once 
shown to a customer they will never 
be satisfied with the old-fashioned, 
| exposed wire type. Send for Samples 
today. 


THE WATERBURY BUTTON CO. 


Established 1812 
WATERBURY CONNECTICUT 





















































Handy Electric Plugs and Cord Sets | 
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people that go through the store, that 
receive direct mail, and get them to 
declare just what they are seeking in 
the way of merchandise and terms. 


When a prospect stops in front of 
a retrigerator and browses around, 
these are Mr. X’s tactics in approach- 


ing this unknown person: 

“Do you have any preference as to 
GE or Norge ?” 

Mr. X feels that probably 50 per- 
cent of the population buys on price. 
If the unknown prospect is thinking 
of a quality refrigerator, he or 
will speak up their preference 
from then on the going is good. 
if they reply, “Oh, just anything,” he 
knows they are a price buyer and 
from then on his story is on some- 
thing else. ; 7 
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BETTER 
COOKING 


EASY 
CLEANING 


SEVEN 

COOKING HEATS 
* 

COOKING SPEED 
+ 


ECONOMY 


CHROMALOX for BETTER COOKING 


EDWIN L. WIEGAND CO., 





Food is succulent, juicy and 
’ appetizing, cooked at ‘black heat’ with 


CHROMALOX 


ELECTRIC RANGE UNITS 


CONTACT COOKING DOES IT! 


Chromalex units cook food with the thorough, mellow heat de- 
livered through contact of unit top and utensil. Chromalox- 
cooked food suffers no reduction of bulk or weight—the natural 
juices are fully retained. It's a different, better way to cook, 
and housewives like it! 


THE RIGHT COOKING HEAT—ALWAYS 


Seven selective heats assure uniform results, every time. TWO- 
UNITS-IN-ONE give the right cooking area for large or small 
utensils. No wasted heat—every inch of surface cooks! 


SELL Chromalox-equipped ranges 


USE Chromalox units for replacements— 
they fit all ranges 


7525 Thomas Blvd., Pittsburgh, Pa. 











Here is a profitable, fast-selling product that 
will give your customers pure, fresh fruit and 
vegetable juices in their homes—prepared in 10 
seconds! 

You can easily sell the health and vitality-build- 
ing value of daily serving and enjoying juices, 
made possible by the speed and efficiency of the 
ZIPPY-JUICE 

Retails at $52.50 Write TODAY for full infor- 
mation. Distributed Nationally By 


De Jong Sales Co., Inc. 


324 FIFTH ST. SAN FRANCISCO, CALIF. 
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LIMITED STOCKS are available. 
t to prior sale, and our abilit 





MODELS 
fan; 
e FS 10QX—10” oscillating 
single speed, with fan flare blades. 
e@ FS 12X—12" non-oscillating fan; 
single speed with Flexaire Breeze 
Director. 
@ FT 12Q—12 


duty fan; 3 speeds, 
Breeze Director 


” . 
oscillating heavy 


cillating; 2 speeds, with Flexaire 
with Magi-matic 
Shift, Flexaire ° 


Breeze Director. 


oscillating heavy 


FT 16Q—16 
with Flexaire 


duty fan; 3 speeds, 
Breeze Director. 


Orders will be accepted 


y to produce under 


rgency conditions. We urge the immediate 


placement of your order. 


VICTOR ELECTRIC PRODUCTS, Inc. 


INC cena’ 


partially engaged in war production, will con- 


* tinue to give the right of way to demands of the U.S.A. 


PAGE 103 


























A 'LECTRIC RAZOR AM ALRIGHT FO’ SHAVIN’ BUT IT DON'T 


DO NO 6OOD 


IN AN EMERGENCY LIKE OLD RELIABLE” 


An Acknowledgment 


npressive compilation 
of figures, 
ket estimates as are 
AnnuaP Statistical 
Merchandising 


did no 


market data and local mar- 
included in this 
Issue of Electrical 
would be very re- 


miss if we 
| 


acknowledge the 
vf literally hun- 


, 
1€ip 


I and assistance 


dreds ot people in the industry. 

For the first ten pages of national 
tatistics on the irket for electrical 
appliance es and the public acceptance 
of appliances, the statistical staff of 
this magazine works bdth from their 
own records which stretch back many 
vears and, in addition, have the assis 
tance of various national associations 
ot manutacturers and figures released 
by the Department of Commerce of 
the government \ large bulk of the 
material n the other hand, comes 
from local sources where utility com- 
panies gather figures on their own 
ind dealer sales in a specific area. 


T hese companies 
= 


have lent us invalu- 


iDle assistance time ind effort to 
} + » ] . 9 4 4 

ring to the readers of this magazine 
} mM) “orn nlat @ Pag ¢ o » 
the most complete and factual picture 


McGRAW-HILL PUBLISHING COMPANY, 


of a retail market which exists in the 
country today. 

This is an unusual year, of course, 
and even since some of these figures 
were collected from far-flung sources, 
the country has gone from a defense 
io a war footing. In this connection, 
we would like to point out that some 


of the estimates which appear in 
most of the tables for 1942 sales of 
major appliances must now neces- 


sarily be taken with a grain of salt. 


The figures originally were made up | 


under basis of assuming an adequate 


supply of appliances. Even so, you 
will notice that most of the figures are 
considerably 1941 sales. It 


would only be proper to assume that 


below 


these figures must be lowered even 
further in the face of anticipated 
shortages of critical materials and 


even labor. 

At any rate, our thanks go out to 
the commercial utility executives, 
league managers and national associa- 
tion heads for their generous help in 
making this issue possible. 
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